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Actual case histories 
prove you can get 

up to 4 more returns 
On direct mail! 


Watch Allied for 
big news on... 


ALLIED 
PAPER 
CORPORATION 


KALAMAZOO, MICHIGAN 
“preferred printing papers” 


4 
ee 
Re 
4 
3 
4 
\ 
\ 


DESIGNED FOR EFFICIENCY 


Job-Reaady BUSINESS PAPERS 


Mackinac Job-Ready Business Papers are designed for 
maximum efficiency on all modern printing and dupli- 
cating machines. Each grade in the Mackinac line has 
a surface that is especially prepared to give the 


MACKIN AC best possible reproductions in the process for which 
® 


it is made. 
JOB-READY Mackinac Job-Ready Business Papers are precision cut 
BUSINESS PAPERS at the mill to sizes 82” x 11” and 82” x 14”. They are 
mill-conditioned and packaged in moisture proof wrap- 
@ MACKINAC BOND pers. Available in brilliant white and six bright colors. 


@ MACKINAC DUPLICATOR Sold exclusively through Paper Merchants 
@ MACKINAC MANIFOLD 


@ MACKINAC MIMEO FLETCHER paper company 
MACKINAC OFFSET 
@ MACKINAC OPAQUE —— 
General Sales Offices: 20 N. WACKER, CHICAGO 6, ILLINOIS 
Mill at ALPENA, MICHIGAN 
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THE REPORTER OF 


Direct Mai 


advertising 


more returns 
because they’re 
opened more 
often! 


ENVELOPES 


More of your mail gets opened 
—more gets read—and more re- 
turns come back to you when 
you use a Tension Display Win- 
dow Envelope. Your envelope 
stands out from the crowd. It 
creates immediate interest. It 
motivates your prospect to 
“come inside” and read your 
sales offer. 


Tension know-how offers you 
a display window die-cut in al- 
most any shape—in any posi- 
tion. And Tension assures “per- 
imeter sealing” of the window 
patch for smooth, snag-free 
insertion. 


Tension Envelope Corp. 


Campbell at 19th St. 
Kansas City 8, Missouri 


Please send me, without obligation, 
free samples of Tension Creative De- 
sign Display Window envelopes used 
by other firms in our field. 
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TIED 


up to 75,000 


units per hour! 


At Advertisers Addressing System: Bunn tying helps 
double mail-processing output ... cuts tying time 60% 


Formerly, mail-processing output at 
this growing St. Louis shop seldom 
reached 100 sacks a day. Today, with 
the help of 5 Bunn Tying Machines, 
they often handle 200 sacks and 
more. 

“Yes,” reports Mr. Jerome B. Oshe- 
row, President, “machine-tying has 
cut our tying time by about 60%. 
Using the Bunn Tying Machines, we 
now tie out up to 75,000 pieces an 
hour! 

“Without our Bunn Machines,” 
Mr. Osherow continues, “we’d have 
to add as many as 10 extra people 
to our payroll!” 


B. H. BUNN CO., 7605 Vincennes Ave., Dept. RD-79, Chicago 20, Iii. 


Savings like this are typical. Ideal 
for letter shop operations, the Bunn 
machine adjusts automatically to ac- 
commodate envelopes of any size or 
shape. 

Operation is simple, positive. You 
just position your mail, step on the 
trip and presto: you get a complete 
wrap and tie ... in 1% seconds or 
less. Faster than hand tying? About 
10 times. No wonder over 4000 Bunn 
machines are now used in Post Of- 
fices throughout the United States! 
Send today for full data on how 
Bunn automatic tying can cut costs 
for you. Use the coupon below. 


PACKAGE 
TYING 
MACHINES 
Since 1907 


Export Department: 10406 South Western Ave., Chicago 43, Ill. 


MAIL COUPON NOW FOR MORE FACTS 


B. H. BUNN CO., Dept. RD-79 


GET THE 7605 Vincennes Ave., Chicago 20, Ill. 


WHOLE STORY 
Send today for 
this fact-packed 
booklet, which 
illustrotes the 


(CD Please send me a copy of your free booklet. 
(CD Please have a Bunn Tying Engineer contact me. 


many advantages Name 
of Bunn Tying 


Machines. 
Or let a Bunn Company 


Tying Engineer Address 
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IS THE DIFFERENCE 


Manifest 
Mimeo Bond 


An all new impression paper. 
Outstanding— but economical. 

Quick drying for stencil 
duplicating. Excellent surface 
for offset and letterpress print- 
ing. Properly sized for pen 


and ink. 


New shade of white and six 
attractive colors. Standard 


sizes and weights. 


Ask your Franchised 
EASTERN Merchant for 
samples. Or write direct. 


EASTERN 
bones, 


EXCELLENCE 
1M FINE PAPERS 


EASTERN 


EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION 


BANGOR, MAINE 


We welcome your direct mail ideas and news items for this department. 
Send all material to Short Notes Department, The Reporter of 
Direct Mail Advertising, 224-7th St., Garden City, N. Y. 


ADVERTISING AGENCY NET- 
WORKS are subjects of a comprehensive 
22-page directory published by W. H. 
Long, consultant, 5347 N. Santa Monica 
Blvd., Whitefish Bay 17, Wis. Price is $5 
per copy. This is the third semi-annual 
index. Gives history of network move- 
ment, first started in 1928. Lists geo- 
graphically the 180 member firms be- 
longing to the seven agency networks. 
Also lists all officers, rules and reasons 
for membership. The 1958 bill- 
ings for network members amounted to 
around $346 million. 


gross 


ge 
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-] FULL COLOR PRINTING at sav- 
ings up to 50% is the subject of attrac- 
tive demonstration folder issued by Wet- 
more & Co., 1015 S. Shepherd Drive, 
Houston 19, Texas. It describes a “rev- 
olutionary new process” perfected by 
Eastman Kodak Co. In this process, 
litho plates are made direct from color 
transparency without correction. 
To be used when you don't need exact 
color fidelity. The examples shown in 
the Wetmore piece are certainly dramatic 
and plenty good enough for most pur- 
poses. Were produced on a Harris, two- 
color press at 7,200 impressions per hour. 
Prices listed reasonable and seem 
less for complete printing job than pre- 
vious cost of full color plates. We sup- 
pose other printers are or will be in- 
stalling the process, but you might want 
to write Mack Wetmore for his demon- 


stration piece. 


[) SPEAKING OF COLOR .. . that 
was a spectacular job prepared for the 
Cincinnati Music Hall by the Color Cor- 
poration of America (43 W. 6lIst St., 
New York 23, N. Y.) in its Tampa, Fla. 
plant. Formerly, the Kodak exhibit in 
Grand Central Station contained the 
largest color photograph in the world. 
Now the west wall of the main ballroom 
at Cincinnati Music Hall has the largest 

. a picture window behind the orches- 
tra, 80 ft. long by 20 ft. high, bringing 


color 


are 


Hawaii's famed Diamond Head to Ohio. 
Required 2,550 sq. ft. of photographic 
paper and was made from an original 
color negative only 825/100,000 of size 
of final print. Was made in sections by 
newly developed enlarging and processing 
equipment. Had to rent a Tampa air- 
plane hangar for first trial assembly. 
Then dismantled and shipped north. 
Some of you might like to write to Color 
Corp. for interesting release giving de- 
tails of this giant undertaking. 


VACATION ACCOMMODATIONS 
can be sold by direct mail, if handled 
correctly. Enjoyed reading a_ simple 
three-piece campaign being mailed to 
18,000 by Robert E. Murphy, manager 
of rentals, Fontana Village, Fontana 
Dam, N. C. (1) A hand simulated post 
card message; (2) a form letter with cur- 
rent advertising folder and miscellaneous 
literature; (3) a self-mailing printed and 
illustrated newsletter. Too early to know 
results . . . but campaign followed sim- 
ilar lines of one last year to 12,000 
former guests and inquirers. Pulled a 
4.4% return in actual traceable book- 


ings. 

[) A RECENT MAIL DELIVERY to 
our office smelled like it had been soaked 
in grape juice. No apparent damage. But 
when we came to opening one piece, the 
puzzle was solved. A sample of a two- 
color advertisement for Canada Dry 
Grape . . . printed with grape impreg- 
nated ink. Was sent to us by Fragrance 
Process Co., Inc., P. O. Box 118, Ca- 
thedral Station, New York 25, N. Y. The 
folks there can give you details of how 
to accomplish similar jobs with prac- 
tically any kind of scent. 


17) 


[) A FANCY CAMPAIGN reached de- 
partment store buyers recently from 
Belle-Sharmeer, Wayne Knitting Mills, 
Fort Wayne, Ind. Three pieces mailed a 
day apart. First two in 10” x 13” en- 
velopes contained novelty cut-out pieces 
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PRIDE IS A SUNFISH. Pride. Born in an instant of sun and water. 
Revealed in a boy’s first catch. Reflected in a father’s dream come true. 


Pride is a part of a man’s heritage. Good printers know its truth. Proud 
craftsmen find it in Atlantic fine papers. 


ae Pe y Cover - Bond - Opaque - Offset - Ledger - Mimeo - Duplicator - Transiucent At lantic 
Parees 


EASTERN FINE PAPER AND PULP DIVISION 


* STANDARD PACKAGING CORPORATION - BANGOR, MAINE 
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with curiosity appeal, “The Sphinx will 
soon speak,” etc. Final piece arrived in 
big carton (36¢ postage) containing all 
details and store merchandising aids for 
a new seamless stocking for the ladies 
in a mysterious color “Sahara” known 
previously only by Cleopatra and kept 
secret by the Sphinx. A spectacular print- 


ing job. 

[] MIAMPS MISS DIRECT MAIL — 
1959 . . . Officers and Board of Direc- 
tors of Greater Miami's DMAA selected 
Lois Miller of Miami Beach as “Miss 
Direct Mail of “59. “Miss Miller,” said 


Ben Wakes, President of the Miami 
DMAA Association, “was chosen be- 
cause she most closely typified the spirit 
of Direct Mail Advertising.” 

[) THE UNORDERED MERCHAN- 
DISE racket is causing trouble in Ger- 
many as well as here. Mail order is a 
post-war phenomenon in West Germany. 
Came about as a result of widespread 
destruction of normal distribution chan- 
nels. Abuses crept in . . . particularly in 
cutlery lines, as much of it is produced 
by small artisan family groups. Began 
sending out unordered merchandise. Cut- 
lery Makers Assn. recently won a court 
decision ruling such tactics unfair and 
therefore illegal. Some, however, have 
found a loophole by getting purchasers 
to recommend friends who might be in- 
terested. The merchandise is then sent 
to “friends” on the theory that it can't 
be considered as “unordered.” Some 


JULY, 1959 


SHORT CUT 


to more effective selling 


When salesmen are lost in a 
maze of unproductive calls, 
give them a short cut to sales 
with a planned direct mail 
program. 


Direct mail, applied selectively 
to active markets, draws out 
responsive prospects... cuts the 
number of call-backs... 
guides your salesmen to more 
profitable performance. 


For a short cut to successful 
direct mail, call on the 

creative experience of the 
Hickey Murphy Division of 
James Gray, Inc., direct mail 
specialists for thirty-nine years. 


Learn how this experience can 
help you by writing for a free 
copy of the informative booklet, 
How To Put Action Into Your 
Direct Mail. 


THE HICKEY MURPHY DIVISION 
OF JAMES GRAY, ING. 


216 East 45th Street, New York 17, New York * MUrray Hill 2-9000 
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Sincerely yours .. . for 


“LETTERS OF 


DISTINCTION” 


| drop a 


the new 1959 


Goes 


SPECIAL and 
HOLIDAY 
LETTERHEADS 


Your new 1959 samples are ready now! 
58 sparkling designs . . . each spells 
warmth and sincerity. 

. that harmonize in de- 
in friendliness. 


Envelopes 
tail of design .. . 


A complete sales manual including 
letter copy manual. 


Illustrated samples .. . to help you sell! 


They're yours for the asking FREE! 


Just mail the coupon, attached to your 
letterhead .. . DO IT TODAY! 


Goes will help you prove to your 
customers .. . 


Next to a handshake— 


YOUR MOST 
PERSONAL GREETING IS A LETTE 


WE'LL PUT COLOR IN YOUR 

Point of Purchase Displays 
. Covers . . . Promotions 

Use GOES $1,000,000.00 library of 
ART + PLATES + ORIGINALS 
CHILDREN + GIRLS OUTDOORS 
SCENICS + SPORTS + ANIMALS 
They are available to you in 
the popular priced line of full 
color TRUCOLOR prints — 
sizes 3” x 4” to 22” x 28”. 
YES... Samples are available 
now ... send your request on 
your letterhead. 


Goes 


LITHOGRAPHING CO. 
42 W. 61st St. « Chicago 21, iil. 


packages are being sent to this country. 
If you receive such a shipment, you are 
legally bound to pay or return (unless 


you use the product). 
eee 


[) IF YOU ARE GOING TO FRANCE 
or like to eat in French restaurants .. . 
note to Norman Roberts at 
American Home magazine, 300 Park 
Ave., New York 22, N. Y. and ask for 
one of his clever plastic wallet-size cards 
giving an “Adman’s Guide to French 
Menus.” Fifty-four most popular dishes 
listed in alphabetical order. Will also 
come in handy during your stay in 
Montreal next September at the Direct 


Mail Advertising Assn. convention. 
—_ 
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[) WHAT NEXT? If you are hunting 
for a novelty .. . there is now available 
a Barometer Paper. Takes printing nicely. 
Can be folded, die-cut, scored, etc. for 
tip-ons. Paper is normally colored a royal 
blue, but turns to violet in changing 
weather, and to pink when rain is indi- 
cated. Changes back to blue’ when 
weather turns fair. It is instantly ac- 
tivated when a wet fingertip is touched 
to sheet. Available in different weights 
of paper and card sizes. Get samples and 
details from Excitement, Inc., 37 W. 20th 
St.. New York 11, N. Y. 


oe 

| WE LIKE FORMAT of a house mag- 
azine-newsletter issued by Olmsted & 
Foley, Inc., advertising and public rela- 
tions, 1750 Hennepin Ave., Minneapolis 
3, Minn. Printed on one side of glossy 
stock is a two-color, illustrated, 414 
5'2” cover titled “This Business of Sell- 
ing.” Open the cover and there are five 
sheets of 542” x 842” processed, one side 
only, in typewriter type and stapled at 
top to inside of cover. Sheets contain 
interesting editorial, a number of thumb- 
nail case histories of O&F clients, short 
notes on developments and introductions 
for additions to staff. Well done. Differ- 


ent format gives it freshness. 
— 


} SOMEBODY has started a chain letter 
which does not seem to be illegal. Wish 
we knew who started it, for it’s good 
copy. The two-page letter promotes a 
new “No-Tipping Association,” a tirade 
against the twenty-nine classifications of 
people who expect and practically de- 
mand this kind of petty larceny. Re- 
cipients are asked to reproduce and mail 
to friends. Suggestion is made that money 
saved by not tipping be given to worthy 


charities. 
— 
eee 


[} GOOD STUNT: There have been 
back-moving clocks, all five o'clock time 


pieces, Ben Franklin one handers and 
sundry novelties but Dickie-Ray- 
mond came up with a good one for a 
General Electric mailing card. Bleed 
picture on 84” x 944” sheet shows office 
girl calling over partition to another 
worker, “Hey, heard the happy news?” 
Prominent on the wall is a clock with 
fourteen instead of twelve hour mark- 
ings. Emphasized on message part of 
address side is reminder that you'll be 
gaining extra hours every day from em- 
ployees who work in G-E air conditioned 
surroundings. Clever. Picture is copy- 
righted by D-R. 
Jad 


[) THE BACKWARD LOOK has come 
to Minneapolis in the shape of this 
replica of an ‘01 Olds. Bob Gile, Gile 
Letter Service, 723 Third Ave., Minne- 
apolis, has put one ($1500) on the street 


for pick-up and deliveries. Having a lot 
of fun with publicity. Authentic repro- 
ductions being made by American Air 
Products Corp., 4340 Northwest 10th 
Ave., Fort Lauderdale, Fla. You might 
want to investigate and also to send for 
Bob’s brochure put out to toot their new 


horn. 
— 
eee 


]} REPETITION has another supporter. 
Melvin Powers of Wilshire Book Co., 
8721 Sunset Blvd., Hollywood 46, Calif. 
sent us an 8'2”x 11” Bristol mailing 
card which they have consistently 
for a number of Same montage 
of educational books on “message” side. 
Returns on each mailing average 5% 
orders. Book dealers write they 
have seen these cards for so many years 

. finally decided to buy. So . . . the 
factor of repetition may be an important 
consideration. 


used 


years. 


to say 


} 
eee 


[ QUESTION? Can anyone tell us the 
original source of the figures which are 
used to prove how quickly people for- 
get? Over the many writers and 
speakers have quoted figures, such as 25 
out of every 100 people forget in one 
day what they've heard. Or after four 
days 75% of the people forget what 


years 
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“Getting out a mailing used to be a 
major headache. To get the envelopes 
stuffed we shanghaied girls from 
other departments, brought in extra 
people, piled up overtime, and got 
behind in our regular work. But ever 
since we bought that small PB folding 
and inserting machine, our regular 
girldoes the mailingin her spare time.” 

For special mailings or even daily mail, 
Pitney-Bowes’ new Model 3300-FH is 
a great time saver and cost cutter. With 
this combined folding and inserting 
machine 500 single sheet enclosures 
can be folded and stuffed in envelopes 
in eight minutes. 

It can be used for invoices, statements, 
price lists, bulletins, cards, even stapled 


Its our 


sheets. A separate run-through will add 
another enclosure. The inserter unit 
can be attached to any PB folding 
machine, or run separately. 

The 3300-FH is easy to set, and use. 
Helps avoid work interruptions, bor- 
rowing girls, hiring temporary workers, 
and overtime. It adds greater work 
capacity and, even in a small office, 
soon pays for itself. 

Ask any PB office for details. Or 

send coupon for free illustrated 
9 booklet and case studies. 


\ The larger Model 3100 Inserter 
can stuff up to six enclosures 
simultaneously, at speeds 

up to 6,000 an hour. It 

can also be attached to 

» a Pitney-Bowes postage 

meter mailing machine, 

to stamp and seal 

envelopes after stuffing. 


Machines 


Made by the originator of the postage meter... 


Address 


branch offices in 121 cities, coast to coast. 


PITNEY-Bowes, INC. 
5764 Crosby Street, Stamford, Conn. 


Send free illustrated booklet and “case 
studies” on folding and inserting machines. 


Name 
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Screw driver 


scaled-down 
MINIATURES 


REALLY 


cracker 


WORK 
Authentic metal, exact in every 
tail; fascinating to use these \ snips 


miniotures are “‘cast-assembled” in 

one operation by GRC's exclusive 

“INTERCAST” process. Notural bright finish or brass 
plated. GRC clso die casts and molds special small 
parts to order; ask for special bulletins. 

Write, wire, phone TODAY 

for samples ond prices cf 

GRC metal miniatures. 


World's Foremost Producer of Small Die Castings 
11 Second St., New Rochelle, N. ¥ 
New Rochelle 3-8600 


jack 
knife 


P.O. Box 855 
K.C. Mo. 


MAIL ORDER 
LISTS 


FARM MARKET 
LISTS 


HIGH VOLUME 
MAILING 


OF 


DMAA ATCMU 


NATIONAL COUNCIL 
of MAILING LIST BROKERS 


they have read or heard. We've listened 
to other figures, such as 80% of the 
people forget everything they have read 
within 24 hours or one week. We've 
been asked to trace the source .. . but 
cannot find. Who conducted the experi- 
ments? Seems like we remember Ken- 
neth Goode, Donald Laird or Ben 
Sweetland using figures like these back 
in the 1920's. 

eee 


[) FOUND A CARD in an old book 
the other day. Card was a combination 
book mark and unaddressed postcard. 
Measures overall 3” x 8”, is perforated 
to provide a 3” x 3” book mark, and a 
3” x 5” mailing card. The address side 
of card is blank, to be filled in by reader 
to sent to a friend. The flip side 
pictures the book, provides a place for 
date and Dear . Copy says. . 
“I've just finished * and 
goes on to explain and recommend pur- 
chase of book by addressee. Maybe this 
could be a “new” idea in 59. 


reading 


— 


THE WORLD'S MOST MECHA- 
NIZED POST OFFICE is the title of a 
13'2-minute motion picture story of the 
dedication of the new Washington, D. C. 
Post Office. It is being delivered to post- 
masters in all near television 
stations. Hope some of you see it. Post- 
masters are making it available to civic 
groups and others who may be inter- 
ested in the post office of tomorrow. 


offices 


— 
eee 
| WE WERE TOO OPTIMISTIC in 
that item we printed several months ago 
about the National Titanium Co. of Ver- 
non, Calif. going out of business. The 
Commission had an- 
withdrawn its action 
against NTC on account of the death 
of Mr. Swimmer late December. 
However, during April and May we re- 
ceived a rash of examples . . . showing 
same old letterhead . . . same old pitch 
but signed by a Swimmer with a 
different first initial. If you should get 
one of these letters about “in a ware- 
house near you,” send your copy to local 
Better Business Bureau. 


| NEXT SEPTEMBER .. . advertising 
people in England will have a new mag- 
azine. It is to be called “Print Market- 
ing” and will be published by Press 
Books Ltd., publishers of some fourteen 
other trade magazines at The Manor 
House, Worcester Park, Surrey. Man- 
aging Director J. Lee-Richardson (long- 
time Reporter reader) sent us advance 
| dummy . and it is good. Will cover 
wider field than The Reporter .. . all 


Federal Trade 
nounced it had 


last 


types of printed promotion, with em- 
phasis equally divided between technical 
production and use, such as we might 
have if Printing Magazine and The Re- 
porter should merge (just an example, 
Ernie Trotter). We are informed that 
American subscriptions will be accepted 
at $6 per year (12 issues). Should help 
to advance direct mail in Great Britain. 


[) L. ROHE WALTER, special assistant 
(public relations) to the Postmaster Gen- 
eral (left) is shown receiving the Na- 
tional Philatelic Museum's “Philatelic 
Man of the Year Award” from Norman 
Haac, president of the Museum. Rohe, 
a past president of the Direct Mail 


Advertising Assn. and a former board 
member of both The Association of 
National Advertisers and The Public 
Relations Society of America, was cited 
for his part in establishing the Citizens’ 
Stamp Advisory Committee and helping 
organize the United States stamp ex- 
hibits at the Brussels World’s Fair and 
other international events. 

ee 

eee 
[] GOOD STORY about advantages of 
automatic typewriters in March-April 
1959 issue of Systems Magazine, pub- 
lished by Remington Rand. See pages 
28-29 for account by J. R. Bixby, vp 
and assistant secretary of Kansas City 
Life Insurance Co., Kansas City, Mo. 
In addition to fast letterwriting . . . ar- 
ticle also gives some hints of what might 
be ahead in automatic typewriter tie-in 
with Univac Punched-Card Electronic 
Computer systems. Hope the electronic 
age will leave a few good-looking girls 
around for atmosphere. Somebody like 
that will at least be needed to water the 
plants and smile at visitors. 

— 

eee 


CONGRATULATIONS to Eldridge, 
Inc. (advertising agency) 38 W. State 
St.. Trenton 8, N. J. for the wonderful 
public relations job they started on 
January 27, 1959 and ran until summer. 
Every Tuesday evening from 8 to 9 pm 
Eldridge, Inc. broadcast on radio station 
WTTM, Trenton, a program titled “This 

. is Advertising.” Each week different 
speakers covered the whole field of 
graphic arts and advertising. Some of 
the best national experts appeared. Pres- 
ident Richard B. Eldridge plans to start 
a second similar program this coming 
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COLOR PHOTO BY ANTON BRUEH: 


“Whatever became of the photograph album?” 


Every HOME had one a few years 
ago. Now every home, or so it seems, 
has wholly succumbed to color. 

The reasons needn’t be belabored. 
Suffice it to say that the universal 


appeal of color is a useful factor in 


HOWARD PAPER MILLS, INC. 


business, too. For example, colorful 
Howarp Bonp puts flash and dash 
in business printing; greatly expe- 
dites the flow of business forms and 
other paper work; replaces the 


humdrum with printing that gets 


attention and calls for action. 
There are 13 Howarp Bonp colors 
each clear, clean, distinctive. 

Your printer or paper merchant 

will be pleased to show you samples, 


as will we if you’ll write and ask. 


HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 


Howard 


Companion Lines: Howard Ledger * Howard Mimeograph “il Howard Duplicator * Howard Posting Ledger 


“The Nation’s 


Printed on Maxwell Offset 


Business Paper” 


# 
ar 
4 


Printed on Maxwell Offset—Basis 80—Wove Finish 


“Annunciation Street”, a favorite of its creator, noted 


Discoveries In painter William A. Smith, is published here for the first 


: time—although it has been widely exhibited and admired. 


Am erican Art Note how Mr. Smith has caught the character of this old 


New Orleans home, and how the printer has captured this 
character on Maxwell Offset. You'd do well to specify it, 


too, for any kind of color reproduction. 


HOWARD PAPER MILLS, Inc. ¢ Maxwell Paper Company Division ¢ Franklin, Ohio 


September. Tapes were made of all pro- 
grams so far and are being made avail- 
able to local groups throughout the area. 
The Advertising Federation of America 
should nurture this development and find 
more crusaders like Eldridge throughout 
the country. Or why not a weekly tele- 


vision show? 


eee 
[) BIG QUESTIONNAIRE JOB is be- 
ing tackled by the American Cancer 
Society. One million forms will be sent 
or delivered to American families in a 
monumental effort to track down the 
actual causes of cancer. Respondents will 
be followed up at fairly long intervals 
to determine time of deaths and causes. 
The questionnaire is necessarily compli- 
cated . eighteen questions plus many 
subheads for checking on first page 
only. Hope everyone who gets on the 
pilot list will cooperate. A job needed 


doing. 


eee 
NEW 50-STATION, fully automatic 
Rotomatic Collator has been introduced 
by Thomas Collator Industries, Inc. It 


offers new advantages in versatility, 


speed, compactness and goes on_ the 


market for slightly under $10,000. Load- 
ing in less than seven minutes, the Roto- 
matic automatically collates, staggers 
the sets or stitches from 15,000 to 25,000 
sheets per hour. Sheet size ranging from 
7” x 8” to 11” x 14” in a wide variety 
of paper stocks. A unique Push Button 
Programmer controls all of the oper- 
ations and enables one, two, three or 
even more separate jobs to be collated 
at the same time. 

— 

eee 


} GOOD SHOWMANSHIP: Jack S. 
Davis, regional sales manager, Printing 
Paper Division of Crown Zellerbach 
Paper Co., 36 S. Wabash Ave., Chicago 
3, Hil. used it to dramatize a new pre- 
mium-smooth, cast-coated paper at non- 
premium prices. At the top was the 
wording: “You've seen the ads, you've 
heard the talk, now feel for yourself 
what we mean by level, smooth.” Under- 
neath, small swatches were tipped on 
with a short caption under each: (sand- 
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paper) “Level but not smooth”; (corru- 
gated or fluted aluminum strip) “Smooth 
but not level”; (sample of glossy coated 
paper) “Level/smooth.” Paper is being 
made in new mill at St. Francisville, La. 

— 

eee 
) “THE SECRET OF RUOY EMAN 

. or How to Lower Costs and Increase 

Returns” is the title of a clever 8-page. 
842” x 11” promotion piece written and 
produced by Salem Kirban, 5673 
Ogontz Ave., Philadelphia 41, Pa. De- 
lightful tongue-in-cheek copy leads up 
to the solution: “The most precious 
sound on earth is the sound of your 
name.” Then a logical explanation of 
why automatically typewritten letters 
command the most favorable attention 
and secure the greatest reaction. Best 
letter promotion piece we've seen in a 
long time. Salem Kirban says he has a 
few samples left for Reporter readers. 

eee 

WARNING! If you use labels on a 

direct mail piece, be careful how the 
addressing is done. We recently saw a 
bad example. Addressing must have been 
done on an office gelatin or chemical 
duplicator. After being deposited in the 
mail, either exposure to sun or heat 
completely obliterated the address. Bet- 
ter watch this . .. if you are offered lists 
on labels. Find out how processed. 

eee 
() GRIT, national weekly magazine for 
small-town families, published at Wil- 
liamsport, Pa. deserves another pat on 
the back. Grit accepted and ran adver- 
tising of a New York concern selling 
“miracle pocket radios.” Product turned 
out to be fraudulent. Charges were filed 
by New York Attorney General and 
firm was placed in receivership. Offices 
of Grit voluntarily refunded nearly $800 
to 160 subscribers who had answered 
the ad. A fine example of a magazine 
guaranteeing its advertising. More should 


do so. 
eee 


ANOTHER NEW MACHINE de- 
serving consideration is a portable tape 
recorder which sells for the amazing low 
price of $29.95 and weighs less than two 
pounds. Lots of copywriters or idea 
people have wanted to use dictating ma- 
chines but have been prevented by price 
and/or weight. The “Teltape Portable 
Tape Recorder” is made in West Ger- 
many. American sales are being handled 
by Filnor Products, Inc., 101 W. 31st 
St.. New York I, N. Y. Recorder oper- 
ates with American-made batteries and 
tapes. Price announced does not include 
attache-type carrying case costing $4.95, 
There are a few other accessories you 


Master Copper 
Powderless 
Etching 
Machine 


Powderless 
Etching... 


Superior printing —molding is 
now a reality in copper plates, 
Greater depth in highlight, 


middletone and shadow areas. 


HORAN 
ENGRAVING CO., 


44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 


Branch Office: Newark, N. J. 


ANY EXTREMES 
from type, lettering, logos, art 
You dream up the effect you want. 


FLEXO-LETTERING CO., INC. 
305 East 46 St., New York 17 


Since 1937 the greatest name in Trick - 
Photography and Process Lettering 
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STILL 2% 


ON OUR 50TH ANNIVERSARY 


Globe sets up your names on plates for as low as 2¢— 
addresses them at speeds up to 60,000 per hour on your 
orders —at less cost than your own department. Will use 
your present system, or any system desired. 


Takes all the machinery out of your office, expands your 
capacity to hundreds of employees, frees executives for 
more important matters. 

For publishers—complete service available from cage to Post 
Office. You open mail to take out remittances. Globe does 
all the rest—renewal series, collection series, changes of 
address, correspondence, premiums, preparation of 
reports, etc. 

No distance barrier—can be handled from anywhere. 

Visitors to our convenient plant made welcome. 


Telephone OR 5-4600 for appointment, 
or drop a line to D. M. Hopney. 


GLOBE FULFILLMENT CORPORATION 


(An extension of Globe Mail Agency, Inc. and predecessor companies.) 


148 West 23rd Street, New York 11, N.Y. * ORegon 5-4600 


coup de maitre 


means a “master stroke” . . . a deft maneuver, a job well done. 


It’s a favorite expression in Montreal where many direct mail people 
speak both French and English. 


You'll say “coup de maitre” too, when you exhibit your product line 
in Montreal this September . . . at the 38th Annual Convention & 
Exhibits of the Mail Advertising Service Association International. 


@ The place: Montreal's new Queen Elizabeth Hotel. 


@ The date: September 16-19, immediately following the DMAA 
Convention. 


@ The audience: 500 owners and production supervisors of commer- 
cial direct mail shops. They'll be coming from all over the U. S. 
and Canada . . . anxious to see, hear, and BUY! 


If you’re a direct mail supplier: offset presses, paper, inks, addressing 
and mailing equipment, etc., plan your “coup de maitre” now. 


Reserve sales-winning exhibit space now by writing: 


MASA Exhibits 


18120 James Couzens Hwy 
Detroit 35, Michigan 


can buy at low prices, but they are not 
entirely necessary. Worth investigating. 
Interesting descriptive folder available. 
eee 
[) PLATING PROGRESS, house maga- 
zine of Sel-Rex Corp., Nutley, N. J. 
recently received the “Best Direct Mail 
Program” award of the New Jersey 
Chapter of the National Industrial Ad- 
vertisers Assn. 


Plating Progress is a bi-monthly, tech- 
nical service report going to 20,000 
persons and companies responsible for 
precious metals plating of such varied 
articles as jewelry, electrical components 
and satellites. 

— 

eee 
[) CLEVER PROMOTION: H. L. 
Daniels, president of Evans Specialty 
Co., Inc., 2401 Venable St.. Richmond 
23, Va. sent us an unusual piece de- 
signed to sell a transparent plastic floor 
mat to be used under executives’ office 
chairs. The sales letter was silk screened 
on a thin (but stiff) piece of plastic cut 
out to resemble a rounded-corner mat. 
Attached opposite third paragraph, quot- 
ing prices of Evans DecorMat, was a 
square sample of actual thickness of 
product offered. Well done. Hope it 
works. 

— 

eee 


} WHILE WE WERE WORRYING 
about what would happen on that dead- 
line of May 27 (or later) on West Berlin 
another crisis hit us on May 28. On that 
day the Senate, by complicated maneu- 
vering, voted to allow the Post Office 
only $37'2 million for public services 
instead of the $172 million included in 
the policy statement adopted in 1958. 
This is what PMG Summerfield has been 
working for . . . as a wedge to put across 
another increase in postage rates. Sen- 


THE REPORTER 


4 
~ 
: 
> 
re. 
| 
an 


if you are @ @ @ © ad agency, promotion agency or art service . . . 


if you make or sell paper, envelopes or equipment . . . if you are a printer, 


lithographer or mail advertising service . . . if you are a broker, compile 


or own lists or directories . . . then you want the coverage 


a closing date for the biggest Reporter issue of the 


year .. . the DMAA pre-convention September issue. 


@ 10,000 copies will be printed. Besides regular dis- 
tribution, 1000 September issues will be on hand in 
Montreal for the delegates attending the 42nd annual 
Direct Mail Advertising Association Convention, 
September 13th to 16th and the 38th annual Mail 
Advertising Association Convention, September 


16th to 19th. 


@ Your audience regular Reporter subscribers 
and DMAA and MASA delegates . . . 
money than ever before for Direct Mail products and 
services. They need and buy ideas, planning, copy 
and art; along with catalogs, booklets, broadsides, 
flyers, order forms, house organs, newsletters, 
automatically typed letters, flathed processes, mul- 
tigraphed and offset letters, addressing and mail- 
ing services. They also rent and buy mailing lists 
and directories. They need paper and envelopes 
and equipment or the services of equipment. 


is spending more 


the September issue offers. 


important 


date 


Last year DMAA estimated that $1,800,000,000.00 was 
spent for your kind of products and services. 


@ A dominating ad in the September issue will help 
your company get the prominence and recognition that 
help make sales easier. You'll reach these important 
buyers before and during the annual conventions. The 
September issue will be received by subscribers before 
the start of the Montreal conclaves. 


@ If you're not already scheduled for a September ad, 
then make plans now to capitalize on the biggest issue 
of the year and the biggest Direct Mail gathering of 


the vear. 


@ Space reservations close on August 3rd and 
your plates are needed by August 10th. 
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HAS YOUR ACCOUNTANT 
OR LAWYER TOLD YOU? 


The nation's leading publishers, book 
and record clubs, business and finan- 


cial advisory services, gift houses 
and mail order firms—are constantly 
seeking new mailing lists 

Examine your files! Do you have 
coupons from advertising, sample or 
premium requests, contest entries, 
sales leads, customer lists, inquiries 
1 prospects? These names are valu- 
able! Over 4,000 companies receive 
royalty checks from renting their 
list Your company, too, can enjoy 
this extra income 


EXECUTIVE PLANNING 
CALENDAR 


If you have more than 15,000 names, 
may we send you a brochure de- 


scribing the income potential from 
With our compli- 


ments you will also receive a spiral- 


renting your lists? 


bound 9x12 calendar with spaces for 
notations and at-a-glance planning 


features This unique desk-aid is 
invaluable in scheduling appoint- 
ments 


Please request on your company let- 
terhead State 


ivailable, how 


quantity of names 
acquired and the 
form in which your list ts 
tained 


main- 


LEWIS KLEID, INC. 
25 West 45th St . New York 36 
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REGISTER FORM 
CONTINUOUS PACK 


10-DAY SHIPMENT 


STOCK CARBON-INTERLEAVED SNAPSETS 
Imprinted with company name 


Write for samples and prices on any of the following, 
or send for our 1959 catalog. 


©) BILLS OF LADING (C1) PURCHASE ORDER SETS 
INVOICE SETS & REQ. 


0 
STATEMENT SETS WEEKLY EXPENSE 
FORMS 


VOUCHER CHECKS 
CO REQUEST FOR 0) CORRESPONDENCE SETS 
W-2 TAX FORMS 


QUOTATION 
(© PURCHASE ORDER C) REGISTERS & REGISTER 
“UP FORMS 


FOLLOW 


BUSINESS FORMS 
Designed for efficiency and economy 


Allwood P. O., Clifton, N. J. 


ator Dirksen of Illinois led the floor 
fight to scuttle the public service policy 
Thus much of the fine work of past few 
years has gone down the drain. The 
piddling $37'2 million represents less 
than one-tenth of the cost of the free 
or subsidized services of the Post Office 
Department. Summerfield 
commercial users to pay for those free 


wants the 


services by increased rates, rather than 
appropriations from the Treasury. If you 
want a copy of the transcript of Senate 
debate, write to Harry J. Maginnis, As- 
sociated Third Class Mail Users, 1406 
G St. NW, Washington 5, D. C. You 
ought to have on tap a record of those 
who voted for this senseless scrapping of 
a big step forward in postal manage- 


ment 


SPEEDAUMAT EQUIPMENT own- 
ers might be interested in an attachment 
developed and sold by Mailers Service. 
Inc., 63 S. 13th St., Minneapolis 3, Minn. 
Purpose is to cut down time of gummed 
sheet addressing, separating and attach- 
ing. Attachment cuts and stacks labels 
as rolls go through Speedaumat. If inter- 
ested, get details from K. J. Hersey at 
address given 

eee 

MORE AUTOMATION for the mod- 
ern office is provided by Pitney-Bowes, 
Inc.. Stamford, Conn. with their new 
table folder - inserter 
Even the small office can afford one. It 
is claimed that an office girl can fold 
500 letters and stuff them in envelopes 
in about eight Informative 
folder available 


model combined 


minutes. 


— 
eee 
[) NEW TYPE BINDER is being intro- 
duced by E. T. Holmgren of Slide-Lok 
Binder Co., 717 First National Bank 
Bidg.. Minneapolis, Minn. Wonderful 
catalog application when you have up to 
24 pages and need interchangeability. 
such as distributors who make up a cata- 
log to answer a specific inquiry. Binders 
available in 3 colors or your printer will 
be able to have patented binding device 
inserted in your own printed binder. 
Send for prices and samples. 
eee 
WE ARE APPLAUDING the press 
release recently mailed by Lewis Kleid, 
25 W. 45th St., New York 36, N. Y. Com- 
menting on the headlines the Post Office 
is getting in its campaign against porno- 
graphy. he outlined policy of his com- 
pany. They will not handle the lists of 
and or service mailers who operate in 
areas of pornography, questionable con- 
home- 


unsolicited merchandise, 


work schemes, mailings to children which 


tests, 


may be objectionable to parents, etc. Re- 
lease concludes: “Only by policing our 
own industry can we fight “junk mail” 
propaganda and gain the public’s respect 
for direct mail.” Felix Tyroler, president 
of the National Council of Mailing List 
Brokers, tells us that at last meeting the 
members reaffirmed a policy of many 
years standing not to arrange list rentals 


for any mailers of objectionable matter. 


eee 
ONE OF THE BEST announcements 
of a company’s move to a new location 
was the one put out by Miniature Pre- 
cision Bearings, Inc., 18 Purdy Ave., 
Rye, N. Y. Four-fifths of the 6” x 8%” 
cream card was devoted to woodcut (see 


pix). Caption treatment of copy said 
“Whisper it to me again, John.” And 
John whispered: “Woodbine 7-5700." An 
asterisk referred to copy which explained 
that MPB after June Ist would be in 
their new home in Rye. This very ef- 
fective, low cost piece, was mailed third 
class. 
eee 

[) BEAUTIFUL AND WORTH GET- 
TING: Four color, 40-page brochure 
distributed by The Mead Corp., 118 W. 
First St.. Dayton 2, Ohio, titled “The 
World of Mead.” In pictures and cap- 
tions it tells the glamorous story of all 
the many uses of paper in addition to 
the grapuic arts. The brochure was part 
two of Mead’s annual report. Both parts 
were sent to more than 7,600 sharehold- 
ers. The pictorial brochure is being dis- 
tributed to Mead customers, suppliers, 
libraries, colleges. magazines and news- 
papers. Worth having in your library. 
Also ask for copy of “Clip Tips” 
portfolio of usable headings and sketches. 
Incidentally, when in the vicinity, you 
should visit the Mead Library of Print- 
ing Ideas at 230 Park Ave... New York. 
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DESIGN, ILLUSTRATE, PRODUCE 


your ENVELOPES Cuppies-Hesse designs and produces millions of envelopes 
and letterheads for industry. 


Designing superior envelopes, both stock and custom-made, is 
Cupples-Hesse’s business. Before your next mailing, let one of our 
salesmen show you samples of the work done for our clients. 
CUPPLES-HESSE’S CREATIVE DESIGN DEPARTMENT specializes in 
styling envelopes, letterheads, and in adapting your advertising theme, 

in black and white or multi-color, to your envelope. We do the entire job: 
envelope design, layout, photography, finished art and printing. 
Cupples-Hesse does it artistically, efficiently, economically— 

for America’s leading manufacturers. 


Let Cupples-Hesse help you step up your returns. 


_—— Correspondence Printed or Plain 
Postage Saver Wired or Strung 
Window Shipping 
Catalog Laundry 
Packaging = Merchandising 
Red Line Pop Open Production Control 
Red Line Pull Out Booklet 


ENVELOPES Zip Strip Special 


CUPPLES-HESSE CORPORATION 


ST. LOUIS + DETROIT - DES MOINES 


Call your local representative for information. Consult yellow 
pages under “Envelopes” or ‘‘Tags”’. 
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GIMMICK DEVOTEES will roll up 
their shades with the new “curtain 
raiser” device just introduced by 
Brownie Manufacturing Co., 55 Frank- 
fort Street, New York 38, N. Y. Time, 
Inc. and other magazines have already 


used it in merchandising space cam- 
paigns. The device is a miniature slatted 
wood curtain which really rolls up when 
folder is opened. This is one deal with 
Strings attached 

— 


eee 

SEPTEMBER WILL BE a busy time 
for people in the graphic arts business 
The big 7th Educational Graphic Arts 
Exposition will be at the Coliseum in 
New York during the first part of Sep- 
tember. September 6-10 the Printing 
Industry of America convention will be 
at the Waldorf-Astoria Hotel in New 
York. The Craftsmen, ITCA and other 
graphic arts trade association conven- 
tions are scheduled for the same week 
We understand that plans have been 
made for a “Printers’ Caribbean Holi- 
day” which will leave New York on 
September 13, immediately following the 
close of the Exposition. There will be a 
ten-day tour of Mexico, Puerto Rico, 
Dominican Republic and Cuba, spon- 
sored by Pan American Airways and 
American Express Co. Walter Kubilius, 
technical publications director of Amer- 
ican Type Founders Co., will serve as 
tour advisor and escort. Sounds like a 
big time, but we hope it will not prevent 
our creative printer friends from attend- 
ing the important September 13-16 con- 
vention in Montreal, Canada, of the 
DMAA, followed by the also important 
Mail Advertising Service Assn. conven- 
tion in the same city 


MORE GRAPHIC ARTS activities 
will occur in November. The National 
Assn. of Photo-Lithographers, 317 W. 
45th St.. New York 36, N. Y. (Walter E. 
Soderstrom, executive vice president) will 
hold their 1959 convention in the Munic- 
ipal Auditorium and Muehlebach Hotel, 
Kansas City, November 18-21. Walter 
has also announced the dates for the 


succeeding two years — 1960 at the Con- 
rad Hilton, Chicago, October 5-8; 1961 
at Hotel Commodore, New York, Sep- 
tember 27-30. 


eee 
[) PRINTING NOVELTIES are being 
produced in West Germany by Falk Ver- 
lag and imported by Intra Exchange 
Corp. of St. Louis. Jerome B. Osherow 
of Advertisers Addressing System, 703 
N. 16th St., St. Louis 3, Mo. is handling 
the direct mail promotion. Jerry sent us 
some samples of unusual, four-color 
lithographed folders with starfold (ac- 
cordion pop-up) enclosures. Can be pro- 
duced economically in large quantities. 
Some of you might like to get samples. 
— 
eee 
1 “WONDERFUL” is the correct word 
to describe a 16-page booklet recently 
issued by the advertising department of 
Business Week Magazine, 330 W. 42nd 
St. New York 36, N. Y. Title: “The 
Hidden Facts About Jones . . . the Story 
the Dick Strip Does Not Tell.” It de- 
scribes in a simple way how Business 
Week circulation is screened . . . what in- 
formation appears on each Addressograph 
plate, either visible on address sticker or 
hidden for clerical and analysis use only. 
It's well worth reading. The last page 
postscript provides an O. Henry type 
climax. Congratulations whoever 
dreamed up this one. 
eee 
“NO OTHER FORM of transporta- 
tion,” according to the National Safety 
Council, “makes such heavy and con- 
tinuous demands on the skill and alert- 
ness of the operator as does motor 
transport. The professional driver must 
meet the hazards of his job alone and 
unaided.” To help the millions of pro- 
fessional drivers who must constantly 
make decisions behind the wheel, the 
Council has published a new 20-page 
booklet, “A Professional Code for De- 
fensive Driving.” Copy extremely well 
done and interesting. Sample available 
free on request to National Safety Coun- 
cil, 425 N. Michigan Ave., Chicago 11, 


[) EXTRA SPECIAL NOTE! Be sure 
to get, if you have not already done so, 
a copy of the 32-page pamphlet by Ker- 
mit Rolland, titled “Writing to Say What 
You Mean.” It is a new, functional 
approach to writing clear statements. In 
companies it has reduced the 
training and orientation period for new 
people (correspondents) from _ three 
months to six weeks. Kermit, as some of 
you know, was correspondence super- 
visor for New York Life. He has ap- 
peared at many of the conventions of 


some 


the American Business Writing Assn. 
He is now a counselor for communica- 
tions management at 134 Nassau St., 
Princeton, N. J. His new training booklet 
is the result of techniques developed in 
counseling such firms as American Tele- 
phone & Telegraph, Bell Laboratories, 
Western Electric, Chase Manhattan, 
Bankers Trust Co., Johnson & Johnson. 
Single copies are available at $1 each 
(up to 20); 50° discount for larger 
quantities. If you must train letter or 
report writers . don’t miss this de- 
scription of the Rolland technique. You 
may need it yourself. 

— 

eee 


1. S. BERLIN PRESS didn't take the 
easy way out to announce their new 
press. Headlining letter 
(838" x 16%”), was this: The Largest 
Press In The World—Built Specially for 
1. S. Berlin Press—Saved Rose Marie 
Reid 20° On This Press Run. Rest of 
letter explained and illustrated before 


an outsized 


and after layout sheets. Explained that 
they could print 24-folders-up on new 
§4'2 x77 inch instead of 20 on smaller 
unit. Attached to letter was folded down 
press sheet. Good showmanship. 

eee 
-) POWERFUL EVIDENCE backed up 
an automatically typed letter to five 
hundred top executives by Recordak 
Corp. (subsidiary of Eastman Kodak 
Co.) 415 Madison Ave., New York 17, 
N. Y. The letter concerned the security 
of vital corporate records and asked 
recipients to watch for inch-square cap- 
sule coming under separate cover (sup- 
posedly in same mail by first class). 
Capsule arrived in a chamois bag stapled 
to mailing card. Inside bag, the 1” x 1” 
plastic pill box. Inside box, a sample 
Recordak developed film containing the 
equivalent of 1,100 letters, 650 legal 
documents or 2,500 check-size records. 
Good demonstration. @ 
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Colin Campbell 
Chairman of the Board 

Robert F. DeLay 
President 


Direct Mail Advertising Association 
3 East 57th Street, New York 22, N. Y. 


MUrray Hill 8-7388 


Convention Features 
Idea Trading Posts 


The Idea Trading Posts will be 
another feature of this year’s DMAA 
Convention at the Queen Elizabeth 
Hotel, Sept. 13 through 16. 

Trading Posts are moderated 
forums where delegates with related 
interests can get ideas and informa- 
tion about their own particular prob- 
lems, and in turn, help others. 

They will cover six areas of in- 
Business Professional 
Products and Services, Consumet 
Products and Services. Industrial 
Associations. Publications and Book 
Sales. 

Robert Stone. Vice President, Na- 
tional Research Bureau, Chicago, 
will be chairman of this session. 


terest: 


Wardrobe No Problem 
For Convention Wives 


“Honey, what do you think I 
ought to take with me?” 

That’s a question that the more 
than 100 wives who will accompany 
their husbands to the DMAA Con- 
vention in Montreal, Sept. 13 through 
16, will very likely ask. 

The question isn't so difficult if 
you get Olive Bamford, a fashion 
coordinator for a Montreal ad 
agency, to answer it. 

The weather in September, accord- 
ing to our Montreal fashion con- 
sultant. should be fair and moderate. 

“For the tour of Montreal. the 
perfect ensemble would be a dark 
transition shirtwaist dress and coat 
sweater. This, or a basic dress, would 
take the girls to the Chantecler 
luncheon and fashion show in the 
Laurentians.” 

In brief. Miss Bamford assured 
us that the wives will be ready for 
any occasion if they include a basic 
dress, a cocktail dress, a light-weight 
suit and coat. a dark shirtwaist dress 
and a sweater and skirt in their 
suitcases. 


LOBSTER FISHERMAN ADDRESSES WORKSHOP: Ed Meyers of Saltwater 
Farm, Damariscotta, Maine, uses two of his live lobsters to emphasize a point in 
a luncheon talk at DMAA’s Chicago Workshop, June 9, at the Ambassador West 


Hotel. Looking on are DMAA President Robert L. 


DeLay (right) and (left) Phil 


Lazzara, Superintendent, Postal Services, Chicago Post Office. 


Convention Booth 
Anyone? 

A few choice 8 by 10 exhibition 
booths for the DMAA Convention 
are still available. 

Exhibitors can expect heavy trafhic 
for their displays, since all conven- 
tion activities take place on the Con- 
vention Floor. 

For details wire collect Herb 
Rohrbach, DMAA Headquarters. 


Membership Jumps 5% 


One hundred six firms joined the 
DMAA during May and June, rep- 
resenting a 5° increase in member- 
ship. 

Included in the newcomers are a 
variety of organizations including 
IBM, American Dental Assn., AAA, 
The Long Island Railroad, The 
Protestant Council of New York and 
Gimbels, Philadelphia. 


Commerce Dept. Invites 
DMAA To Advisory Group 


The DMAA has accepted an in- 
vitation by the Department of Com- 
merce to become a member of the 
Advertising Committee of the Na- 
tional Distribution Council. 

The new committee will devote its 
attention to “developments and prob- 
lems affecting the field of advertis- 
ing.” 

DMAA President Bob DeLay at- 
tended the first meeting of the new 
group on June 29, in Washington. 


The latest case study report, “The 
NBC Western Network Story,” is the 
first of a new series called “Adven- 
tures in Selling.” The new series is 
composed of general interest type 
campaigns. 
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HOW 
STRAN- 
STEEL 
IMPROVED 
DEALER 
RESULTS 


by Bruce Andrews 
Sales Promotion Manager 


Stran-Steel Corporation 


Reporter's note: This indus- 
trial case history gets to the 
heart of all direct mail. . . 
the mailing list. It shows 
how breaking up a market 
into pieces and pin-point- 
ing mail to each piece does 
a far better job of selling. 
In this case Bruce Andrews 
not only increased returns, 
but secured greater dealer 


support. 


I'd like to tell you how the Stran- 
Steel Corporation analyzed their 
markets, planned their campaign and 
coordinated their direct’ mail with 
their national advertising. 

Before I do, let’s take a quick look 
at the corporation's products, its sales 
distribution methods, how their in- 
dustrial direct mail was handled up 
to this year, and the results obtained 
from last year’s program. These few 
facts should help you, as it did us, 
understand the problems of setting 
up a direct mail program aimed at 
penetrating the industrial market. 

Stran-Steel 
line of prefabricated, or as we prefer 
to call them, pre-engineered steel 
buildings for commerce and indus- 
try. These buildings are designed for 
use by any business that needs a 
building to house itself in. The build- 
ings are sold by some 200 franchised 
Stran-Steel dealers. Their — selling 
efforts are backed up with national 
advertising and direct mail. 

Up to this year the Stran-Steel 
dealers who participated in the cor- 
poration’s direct mail programs fur- 
nished their own prospect lists. The 
program was relatively simple. The 
dealers entered into a_ contractual 
agreement with the corporation 
which entitled them to four mailings 
a year at 10¢ per name per mailing. 
Stran-Steel signed up approximately 
109 of their 200 dealers in the pro- 
gram. Mailings were made to 60,000 
individual prospects on each of the 
four mailing dates. 

The percentage of return reported 
by our dealers, however, was much 
lower than we thought was acceptable 

approximately 147. Armed with 
these facts. we of Stran-Steel came 
to realize that our direct mail results 
could be improved. We, therefore. 
with the aid of one of the leading 
direct) mail agencies, conducted a 
comprehensive market and program 
analysis going through the following 
four steps: 

First, through market analysis re- 
ports obtained from Stran-Steel’s 
market research department, we pin- 
pointed our actual building sales for 
the past year to specific types of 
commerce and industry. In general 
we found that our sales were made 
primarily in the manufacturing and 
the warehousing industry, but that 
we also had good sales coverage in 
the trucking industry, 
xarages and retail stores. 

Secondly, we carefully reviewed 
inquiries resulting from national 
advertising to determine which types 
of sub-business made up our six 


produces complete 


showrooms, 


major markets and which of these 

businesses carried the highest rate of 

interest in our product. 

Third, we analyzed our dealer 
mailing lists. We found that the 
names in many cases did not corres- 
pond to the industries interested in 
buying our products, as shown on 
our sales and inquiry records. 

Fourth, we took a critical look 
at our mailers and the inquiries they 
pulled. We had been using two types 

..@ self-mailer with a return card 

and a series of envelope mailings 

containing sales literature, a cover- 
ing letter and a business reply card. 

The envelope mailing outpulled the 

self-mailer by two to one. 

After going through these four 
steps and carefully recording all the 
information gathered, it became 
apparent that we were going to have 
to do three things in order to aid 
our dealers in the sale of our build- 
ings to the markets outlined: 

1. We were going to have to pinpoint the 
various sub-businesses that make up our 
six major markets so that we could 
know exactly to whom our mailers 
were going. 

We were going to have to furnish our 

dealers with lists directed to the exact 

markets we had selected. 

We were going to have to redesign our 

direct mail advertising so that we could 

get more quality leads for our dealers’ 
sales staffs. 

We now begin to plan our cam- 
paign. We knew from our earlier 
market research studies that our two 
major markets were manufacturing 
and warehousing. The next question 
that arose was to whom in_ those 
markets do we direct our mail? 

We knew that because of the high 
rate of personnel change in the in- 
dustrial market we were going to 
have to mail to a title rather than 
a name...but which title? Our 
answer came from numerous studies 
conducted by allied media . . . the 
trade publications. 

One such study was 
graphically presented in a film put 
out by the Associated Business Pub- 
lications entitled “How To Multiply 
Yourself.” The film pointed out that 
there were many men in industry 
other than the purchasing agent who 
are behind the purchase order. For 
example ...in the top management 
group, which includes presidents and 
vice presidents, had direct  in- 
fluence and 22% an indirect influence 
on the purchase of equipment, a total 
of 70%, a which our 
product falls. 

The surprising part revealed by 
the studies made in this film was 
that when compared with influences 


made and 


category in 
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of the purchasing agent, the man- 
agement groups’ buying influence 
was equally as high as that of the 
purchasing agent himself. This led 
us to the obvious conclusion that our 
direct mail should be sent to the 
office of the president for channeling 
through the organization. 

The next problem facing us in the 
planning of the campaign was one 
we had faced before ...How could 
we furnish each dealer with a mail- 
ing list tailored to his specific terri- 
tory and still keep our costs 
within reason and budget? 

After extensive searching and pric- 
ing our various list sources we dis- 
covered we could solve our problem 
of individual dealer lists and, at the 
same time, reduce the cost of our 
program by 25‘¢. (This savings. by 
the way. was passed along to the 
dealer organization.) 


HERE’S HOW WE 
DID IT 


One of the list sources we investi- 
gated had all of the Dun & Bradstreet 
standard industrial classifications set 
up on IBM cards. These cards in- 
cluded the financial rating of each 


company... which proved to be a 
great help in further pinpointing our 
markets. In our earlier market an- 
alysis studies we found that our best 
potential was businesses with a 
$20,000 dollar or over credit rating. 

Through the use of this electronic 
scanning of names we found that we 
could select not only the specific 
markets we wished to reach, but we 
could select them by individual dealer 
territories. We also found that we 
could) address our mailers direct 
from the IBM ecards and thus benefit 
by further cost reductions. 

The mechanics for setting up this 
electronic selection of names was 
relatively simple. We furnished the 
list source a breakdown of dealer 
names and territories and the stand- 
ard industrial classification numbers 
we wanted to select. Then we let the 
marvels of take over. 
With our major problems licked we 
continued in our campaign planning. 


electronics 


Our next step was to redesign the 
actual mailers and set up mailing 
schedules. Because of the marked 
difference in our response to a letter 
with attachment and reply card over 
self-mailer, and because all in- 
formation we could gather from other 


successful campaigns indicated that 
a business letter in a window enve- 
lope was the best form to use when 
addressing the industrial market, we 
elected to use the business letter- 
window envelope format. 

We designed our business letters 
patterned after a standard dealer 
stationery we regularly sell our 
dealer organization. The letterhead 
carries the dealer’s own imprint and 
each letter is signed using a dealer 
principal’s signature cut. 

To further personalize our mail- 
ings, we designed a special business 
reply card with a personal dealership 
calling card attached. Each calling 
card carries the same name_ that 
appears on the letter. 

This business reply-calling card 
insertion is placed, with the letter, 
in a double window envelope. The 
calling card appears in one window 
and acts as a return address. The 
customer's name addressed the 
reply card appears in the other 
window. 

By using this mailer format we 
feel we accomplished four plus bene- 
fits for our dealers. 

#1 We gave him a personalized appearing 
letter, much the same as he would mail 
out to his own customers, 


Here is typical letter and reprint offered dealers. Letterheads were de- 
signed to illustrate type of building being offered to specific market. 


“> * 


ar 
your wulldings 


Purchase Pleo 
Stran-Se five 


itis 


the 
cond me 
new Stran- Mester commercial 


aoe 
at 
a y 
ave 
| There's new, new luxury look catin Color comme direct Gat in wel ling Meek,” fe on. ne 
from the plant in 6 ve new dimension to steal ther APPLy tej) 
rome, gray and for unusual two-tone Pte ne » PEE BAKED 
Duilding design. Mix color wood, YOU CAN Hays aut, too, Pare, ay 
combine tem with colle Jemerrow’s buildings 10m by 4 td theses Coarty 
double layer beked-on viny! for years They are flexible te you sing vie, t " 
Color will not build with to pay the balance “<a — a. “ing, 
more per building, you ld at 
gaming economy of mass-production the Yellow Pages under yo” “tidied » 
safety of steel, the “olor —the look of luxury 


By using dealer stationery, our na- 
tional program had the appearance of 
a local dealer effort especially 
when the dealer used the same letter- 
head for inquiry follow-up letters. 

We helped further establish the dealer 
as an authorized Stran-Steel dealer. 
By enclosing the calling card as part 
of the mailing we left with the prospect 
a physical reminder of the dealer and 
his business location. 

With the format established . 
the next was to write letters 
tailored prospect. With six 


step 
to the 


distinctly different markets to cover 
we had to write individual letters 
aimed at each market. In other 
words, the letter to manufacturers 


would have to talk about buildings 
for manufacturing: the letter to 
garages would have to talk about 
garage applications, and so on, 
We offered the dealer four mail- 
ings a year with his own choice of 
mailing dates and his choice of six 
separate letters written and addressed 
to each of the six major markets. 
This gave each dealer the possibility 
of mailing a total of twenty-four 
(21) separate letters throughout the 
year. 

To make the program even more 
effective and to tie it in closer with 
our already successful national ad- 
vertising in the trade publications, 
we made the third part of the mailers 
an insert of an “ad preprint” aimed 
at the same markets each letter was 
trying to sell. 

Once the program was all pulled 
together it was packaged into a sales 
presentation booklet that clearly ex- 
plained the program and how it was 
developed. This package was taken 
out to the dealer organization and 
in person by our field repre- 
sentatives with assistance from the 
home oflice. 

The tangible results of this new 
program are in the form of increased 
dealer participation and interest... 
51% more dealers have subscribed 
to this year’s program...and have 
ordered . .. 108,000 more names than 


sold 


were submitted last’ vear... giving 
us a 280° increase in market pene- 


tration. 

From this enthusiastic dealer sup- 
port... and because ...we at Stran- 
Steel took the time... and spent the 
money to carefully analyze our mar- 
ket potential, plan our campaign, 
coordinate our direct mail with our 
already successful national advertis- 
ing — and then — took the time to 
personally sell our dealer organiza- 
tion on the idea that the reply card 
is not the end result but that his 
personal selling effort and follow-up 
is... We know that we have put new 
life in our industrial direct mail. 
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How We Prune Our Mailing List 
By William Patrick 


Reporter's Note: One of the features we liked at Chicago Direct Mail Day (April 
8, 1959, The Morrison) was a series of 3 minute spots between major talks . . . 
called Gem of an idea. All were good, but the remarks of Bill Patrick, Doane 
Agricultural Service, Inc., caught our fancy. He presented an idea for cleaning 
and maintaining mailing lists that is applicable in most any business. 


You've probably heard this state- 
ment before: “Don’t ever give a per- 


son the chance to remove himself 
from your prospect mailing list.” 
That's a fairly common belief 


among many direct mail advertisers. 
They reason that an individual isn’t 
really qualified to say whether he’s a 
true prospect or not. Advertisers who 
feel this way claim that if you give 
a person a chance to disqualify him- 
self. you'll removing a lot of 
genuine prospects from your mailing 
list. 

Yet. Doane Agricultural 
has been inviting folks to say whether 
they want to remain on the prospect 
mailing list-——and it’s paying off. 

We sell the Doane Agricultural 
Digest primarily by mail. The Doane 
Digest is a confidential publication 
of value only to people with a big 
interest in farming or ranching. It 
sells for $325 the first year, $12.50 a 
year on renewal. Being an expensive 
publication with sharply-defined 
market area. must have 
need and ability to pay. 


Service 


prospects 


We've built a prospect mailing list 
of a half million names. Many were 
compiled, So it has been vital for us 
to weed out non-farmers living on 
rural routes well as marginal 
farmers. 


as 


This card (see pix) is our tool 
specifically designed to make Doane’s 
mailing list even more selective. | 
doubt if you can see it, but it’s a 
business reply card and is sent te 
every name on our mailing list at 
least once a year. On the back it 
says, “If you are not ordering now. 
would you like to remain on the 
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Comments 


PRINT 
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Digest’s prospect mailing list?” 
There's also space for comments. 

Thoroughly tested a year ago, we 
now know that the card accomplishes 
these purposes: 

1. Most people asking to be re- 
moved from the list give a valid rea- 
son. A lot of them have sold their 
farmland to take a job in town but 
still live on a rural route. 

2. The cards uncover a large num- 

ber of duplications between prospects 
and For example, the 
farm name may appear on a prospect 
list and an individual's name on his 
subscription card. We feel that any- 
time such duplications can be elimi- 
nated, the subscriber looks more 
kindly to us and printing expenses 
can be reduced at the same time. 
3. A certain amount of goodwill is 
developed for direct mail advertising. 
Given a chance to himself 
from a mailing list. a postal patron 
cant very well he’s receiving 
“unwanted mail.” 

1. Despite some misgivings when 

the first tests were made, it has been 
established to our satisfaction that 
such a card does not cut down on 
response to the subscription offer 
being advertised. 
5. And most important, we have 
saved $2.88 for every dollar invested 
in this program. That's based on our 
prospect mailings a year at an aver- 
age of 300 per thousand with the 
prospect being in the mailing file for 
three years. 

We're sold on the idea of giving 
people a chance to remove themselves 
from Doane’s mailing lists. And 
we're convinced that other mailers 
will profit from doing likewise. 
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If advertising budgets come 
under your scrutiny or control, 
for example, how are they de- 
termined ? 

There are many methods: and to 
give you some idea of how far ad- 
vertising is from a science — how far 
advertisers are, incidentally, from be- 
ing seasoned —let's have a look at 
some of these: 


One of the oldest. called “scienti- 

fic” in its day, is known as the 
“percent-of-sales™ method. With this 
method — still used. incidentally, by 
13.2°¢ of all industrial advertisers — 
the budget is determined mathema- 
tically and automatically by a_per- 
centage of gross sales of the previous 
year. Mathematically. this is simple 
enough. 

Philosophically. it has its problems, 
for someone must decide the percent- 
age to use; and if this decision can- 
not be made to management's satis- 
faction by whim. by lot or by 
mirrors, someone is sure to suggest 
the adoption of the national average 
percentage used by competitive or 
contemporary advertisers. 

So now you're on your way; and 
on the basis of national averages in 
the industrial field. your 1959 budget 
will be 2.5% of 1958 gross sales if 
you are selling chemicals and allied 
products; 3.7% if you are selling 
stone, clay and glass products; 2.4 
if you are selling primary metals: 
4.2‘. if you are selling fabricated 
metal products; 2‘+ if you are sell- 
ing machinery; 3.7°~ if you are sell- 
ing electrical equipment; and 7.6% 
if you are selling instruments, photo 
and optical goods. 

And if you want to average the 
averages to arrive at a percentage. 
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ADVERTISING: 
INVESTMENT OR EXPENSE? 


By Jerome B. Gray 


Senior Partner 


Gray and Rogers, Philadelphia, Pennsylvania 


Reporter's note: When we heard of Jerry Gray's appearance (and subject) before the 
February meeting of the Philadelphia Chapter of the National Society of Business Budg- 
eting, we jumped at the chance of putting his candid thoughts on paper. If your direct 
mail doesn’t seem to be going anywhere, the fault could be with the amount of money 
you and or your management are willing to put up. Could be budgeting, failure to 
analyze the tasks that need doing. But we'll let Jerry spell it out his way. 


vou will, according to /ndustrial 
Varketing, the source of these per- 
centages, be a typical industrial ad- 
vertiser. Your 1959 budget will rep- 
resent 3.4°¢ of your company’s 1958 
gross sales; you will spend 62.5% 
of your budget for advertising to 
business publications, for catalogs 
and for direct mail; and, for all | 
know, you will be married, have a 
family of six, own your own home, 
and detest after-dinner speakers. 

Percentages of the sort I've given 
you (and you are welcome to them) 
make salable raw material from which 
articles can be written for the trade 
press. As a Plimpsoll mark for ad- 
vertising budgets, however, they make 
little sense. The “percent-of-sales” 
method, in my opinion, not only im- 
pairs the potential effectiveness o/ 
advertising but also exposes the ad- 
vertiser who regards advertising as 
an expense rather than an invest- 
vesiment, 

To make this clear, let’s take the 
not too hypothetical case of one of 
our own clients, an advocate of the 
“percent-of-sales” method, Within his 
industry, the national percentage of 
gross sales is 2.5°%. On this basis, his 
1958 budget. in round figures, was 
$140,000, His budget for 1959, how- 
ever, again in round figures, is $120,- 
O00, 

In short, this advertiser is impair- 
ing his 1959 program because of 


business conditions that, a year be- 
fore, depressed his 1958 gross sales! 

And why? Because someone with a 
research complex decided to inter- 
view all major advertisers in his field, 
ascertain how much each appropri- 
ated annually for advertising and 
what percentage of gross sales this 
represented, strike an average and 
say: “There. If you make clay 
pigeons, thumb tacks or bathtub stop- 
pers, your budgets should be, respee- 
tively, 3.7%, 4.2%, and 2.5% of 
your gross sales of the year before.” 


S) A second method of budgeting is 
~ what we know as the “arbitrary” 
or “adamant” method, by which a 
budget is based purely and_ solely 
upon habit, tradition or whim. 

To illustrate this and its assininity, 
let’s take another not too hypothetical 
case of one of our own clients. (We 
have the damnedest clients! ) 

This client has appropriated $200,- 
000 — no more; no less — during each 
of the past four years. The reason? 
A Modess reason: “Because...” 

We have reminded him, annually 
and emphatically, that his program 
was going backwards instead of for- 
wards each year .. . that his budget 
should have been increased at least 
6 percent each year (Printers’ Ink 
published 84°C) simply to maintain 
the same program he inaugurated 
four years ago. We have reminded 
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him that all his other costs, from raw 
materials to labor, have been going 
up continually and that he has con- 
sistently announced price increases 
on his products. His answer to all this 
seldom varies. “My budget,” he says. 
“is $200,000, It's up to you to spend 
it effectively. Why, oniy the other 
day ? 

Sure. We know what comes after 
that: “Why. only the other day an- 
other agency, soliciting our account, 
told us that they could do a magni- 
ficent job with our budget . . . that 
our account would be one of their 
largest and would be serviced accord- 
ingly.” 

The “adamant” method of budget 
ing can only make the agency's job 
increasingly difficult. For this client. 
we must annually reappraise and jug- 
gle his media schedule in order to 
buy coverage comparable with the 
previous year. Meanwhile, the adver- 
tiser loses continuity by having to 
shift out of some media into others 
or by reducing the frequeney and 
number of insertions. 

I'd take a diabolic delight in re- 
porting as a sequel to this that this 
client's business has clearly reflected 
the folly of his adamant method of 
budgeting. Quite the contrary, his 
business has increased annually, even 
during 1958 We'll never know, of 
course—nor will he—how much more 
his business would have increased 
had his budget been determined in- 
telligently and been less inflexible. 

1 might add here that an appalling 
23.3) of industrial advertisers de- 
termine their budgets by the arbitrary 
or adamant method. 


*) We arrive finally at the one method 
*? of budgeting that makes sense and 


that is being adopted by more and 
more advertisers as they become in- 
creasingly aware of the potentialities 
of advertising. This is the so-called 
“task” method. 

The “task” method, giving prior- 
ity to the objectives of a program. 
is the method by which an appropria- 
tion evolves from the objectives to 
be attained. By giving priority to 
these objectives, this method enables 
the agency to plan and the advertis- 
er to enjoy the advantages of a well- 
rounded, sustained program. 

The “task” method of determining 
budgets is fast becoming the symbol 
of the advertiser who has come to 
aceept the fact that advertising is an 
investment and not an expense. 

In the advertising agency business, 
it is almost axiomatic that an adver- 
tiser will be known by his method of 
budgeting. There are exceptions, of 
course, but if he has adopted the 
“task” method, the chances are good 
that he has also accepted his agency 
as the extension of his own advertis- 
ing and marketing facilities; that his 
advertising director is accorded the 
importance and given the autonomy 
and salary he deserves; and that he 
will regard all phases of advertising 
as vital to the growth of his business 
as any phase of research, production, 
sales or management. 

I have seen an acceptance of the 
“task” method work wonders for a 
business; and | have in mind one 
client in particular who has been with 
us since 1931. From 1931 through 
1945, this client’s annual budget sel- 
dom varied. It was traditionally 
around $100,000 and there it stuck. 
Then a new president took over. He 
was young and progressive: and his 
company’s advertising was one of his 
earliest’ investigations. The outcome 


The Task Method 
of Determining Budgets 
is fast becoming 
the symbol 
of the advertiser who has 
come to accept the fact that 
advertising is an investment 
and not an expense 


of this was his endorsement of the 
“task” method. This client's budget for 
1959 is $525,000; the advertising 
manager, previously a mere pawn in 
the corporate setup, is now a vice 
president; and the business has grown 
more in the past 14 years than it 
grew in the previous fifty. 

If I have created the impression 
that the “task” method is in any sense 
uncontrollable or that it leads inevi- 
tably to bigger budgets, I've not been 
fair to you nor to this method. It is 
controllable to a high degree. If the 
budget indicated is beyond the ad- 
vertiser’s reach, it's a simple matter 
to modify the task. And as to dollars, 
I have seen this method reduce budg- 
ets as well as increase them. 

| have seen it replace advertising 
with creative publicity, save thou- 
sands of dollars and still increase the 
over-all effectiveness of a program. 
I have seen it reduce a media sched- 
ule from scores of publications to a 
relatively few, with consequent econ- 
omies and increased results. | have 
seen it discard a second color in 
trade-paper advertising to save. in 
one instance, $35,000 in production 
costs alone and still attain greater 
reader impact. 

In the main, though, it will in- 
crease budgets simply because many 
industrial budgets are traditionally 
less than they should be and because 
no arbitrary budget can be adequate 
for a very simple reason: The adver- 
tiser who regards advertising as an 
expense and not an investment is psy- 
chologically certain to think in terms 
of dollars rather than objectives . . . 
to have the quaint notion, at the first 
sign of a downturn in business, that 
he can save money by not advertising. 

If I have any message to take to 
Garcia, let it be this: “Whatever 
method of budgeting you use — “per- 
cent-of-sales”: “arbitrary”; “task” - 
let it be sufficiently adequate and flex- 
ible to care for first things first — 
your companys objectives. 

Don't use your advertising budget 
as a catch-all for corporate expendi- 
tures. Such items as free goods; pic- 
nie and bazaar programs; charitable, 
fraternal donations: 


religious and 
instruction sheets; 


cartons; labels; 
price lists; salesmen’s calling cards; 
house magazines going to factory em- 
ployees; memberships in trade asso- 
ciations; entertainment for custom- 
ers or prospects; annual reports: 
showrooms; sales convention expens- 

: salesmen’s samples photo- 
graphs for salesmen to use instead 
of samples; and the cost of salesmen’s 
automobiles. @ 
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UNIQUE QUESTIONNAIRE TO PROSPECTS 
SELLS SUBSCRIPTIONS 


MERICAN CHEMICAL SOCIETY of 
Washington, D.C. is profes- 
sional association composed of ap- 
proximately 85,000 chemists and 
chemical engineers. /ndustrial & En- 
gineering Chemistry magazine is one 
of eight A.C.S. publications. covering 
chemical and process industries. 
Lawrence L. Cope, circulation pro- 
motion manager. recently created an 
interesting subscription promotion 
that made a big hit with industrial 
chemists and chemical engineers. His 
idea: an “I (SEC) Q Quiz” which 
prospects could take to test their tech- 
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nical knowledge of the field. The mag- 
azine editors composed the quiz and 
set up the scoring. The circulation 
Promotion Manager handled the rest 
of the package. including copy. art. 
layout ete. It included the mailing 
elements shown here. 

“We felt.” said Lawrence Ccpe. 
“that no chemist or chemical engineer 
would pass up this challenge to test 
himself. The promotion piece itself 
would be interesting, and a ‘natural’ 
for selling our editorial content.” 

The quiz and answer letter were 
originally mailed in a plain #9 en- 


velope. In later mailings, the teaser 
copy “Test your 1 Q with this 
interesting quiz” was printed in red 
on the envelope. This teaser addition 
substantially increased returns. 

The mailing package included a 
four page letter-questionnaire plus 
an envelope which included the 
answers to 45 questions, a subserip- 
tion order form and a business reply 
envelope. 

Overall subscription returns on the 
quiz approach have been so good re- 
ports Lawrence Cope, A.C.S. plans to 
use several variations of it for their 
other publications. e 
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This year Nation’s Business will mail 


4, million pieces of subscription literature. Two years ago 


they didn’t mail a single one. 


What's happening with the oldest and biggest business 
magazine? Why have they gone into direct mail? What are the 


results? 


HOW NATION’S BUSINESS IS EXPANDING 
ITS % MILLION CIRCULATION 


by Guy L. Yolton 


Mail Subscription Manager 


Busivess was started in 1912 as the public 
information arm of the Chamber of Commerce of 
United States. It was designed to keep business men 
informed about government policies that affect business 
and also to give them information that would be helpful 
in their jobs. As such, it was really the first general 
business magazine... preceding Fortune, Business Week 
or any others by many vears. 

Along about 1921 a mail sales program got underway 
and continued until 1932. It was abandoned then because 
expenses ran high in comparison to operation of the field 
department. This was depression. Field men were easy to 
recruit and could make a sales at a profit. Of course, one 
of the reasons mail costs ran so high is because all pros- 


pect lists had to be searched against Chamber member- 
ship files and field circulation lists. 


For the next twenty-five years after 1932 virtually all 
circulation was sold by our field men. But during this 
time infant competitors grew and prospered by being 
able to tell a story of carefully selected business circula- 
tion. The whole field of industrial advertising blossomed. 
And while our field men were notably successful in selling 
to retail, wholesale and service establishments. the indus- 
trial plant and large corporation were more difficult to 
crack. The 80,000 top executives who subscribe to Na- 
tion's Business through their Chamber membership 
represented the cream of this market. but there weren't 
enough of them. The active mail sales departments of 
our competitors were securing subscriptions in these im- 
portant areas in quantity . . . and crowing about it to 
every prospective advertiser within earshot 


The prices of $5 and $6 did “less 


Early in 1957 we decided to re- 
enter the mail selling field. The plan 
called for the investment of a sub- 
stantial amount of money in getting 
mail sales started, and eventually 
have it show a profit by selling along 
these selective lines. 

The primary objectives were two: 
to increase industrial circulation and 
to improve the percentage of circu- 
lation in larger cities. It was to be 
an effort) supplementing the field 
sales program, but not competing 
with it. 

There was absolutely nothing to 
start on when | went to Washington 
in July of 1957. No paper, no letter- 
heads, no envelopes. Twenty -five 
vears had elapsed since the old mail 
program was existence. There 


wasnt even an old copy-sample 


around that | could plagiarize. Ur if 
there was it was kept hidden (and 
still is). 

So we began at the beginning. De- 
sign and order envelopes, letterheads, 
order cards . . . all of course, at short 
run, expensive prices. We had to test 
copy, test lists, even test price . . . 
and do it all at the same time. The 
only established price was that used 
by field men of $18 for three years, 
cash on the barrelhead. This I be- 
lieved, and still do, was an impossible 
proposition to offer by mail. We had 
to have a one-year introductory 
price. 

We started by testing six different 
pieces of copy. each with four differ- 
ent one year rates: $5, $6, $7, and 38. 
There was no short term, cut price, 
or premium here . . . just a straight 
one-year offer. We used three lists 
for the test, lists I knew from Me- 
Graw-Hill experience were basic bus- 
iness lists. The total quantity mailed 
in this complicated test was 72.000 
pieces ... and the results were miser- 
able! Most mailers are used to judging 
tests on the basis of “which pulled 
best.” We had to make our judg- 
ment on “which did least poor.” 


poor” than the $7 or $8 price. The 
copy that emphasized self-help arti 
cles did “less poor” than that which 
talked about government issues and 
trends. But despite the paucity of or- 
ders, we had to make some decisions 
to get the program moving. 

First decision: price. $7 or 38 was 
definitely too high to get any orders 
back. $5 was too low. Remember that 
big 360-man field staff was working 
successfully on an $18 for three sub. 
We couldn't undercut them. The 36 
price simply matched the field offer. 
and the sales manager felt, rightly 
so, there should be some savings on 
a three-year offer. 

For better or worse. we picked a 
price of $6.75. But how about offer? 
Some kind of premium, containing 
reprinted material from past issues, 
was the obvious answer. 

We had to have a premium differ- 
ent from those of other business 
magazines. After all they had been 
making offers for many years to the 
same businessmen | wanted to reach. 
So ours should be something unique, 
not only in content. but also in for- 
mat. The result was our “three-book 
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desk case.” It’s called “The 3 Steps 
to More Skillful Management” and 
inside it are those three divisions of 
editorial material contained in sepa- 
rate books: 1) “Managing Your 
Business” 2) “Managing Your Peo- 
ple” and 3) “Managing Yourself.” 

The next step was to test the ef- 
fectiveness of offering this set of 
books free with each subscription. 
We did this by taking the three 
“least poor” of our first copy tests 
and revising them to make this of- 
fer. Returns fromethis new test were 
three times greater than without 
premium . 9 orders per thousand 
instead of the 3 orders per thousand 
on the first efforts. 

Here then was the turning point. 
It had taken six months to get the 
initial experimenting over with 
now we began the pin-pointing-by- 
mail program in earnest. Our first 
volume mailing dropped right after 
Christmas 1957 and we have been 
mailing in large volume continuously 
since then. 

The primary factor in pin- 
pointing operation is, of course, the 
selection of lists. In the past year and 
a half we've tested over 600 different 
business lists. In deciding on lists 
to test we keep on eye peeled pri- 
marily for those that should yield a 
high percentage of industrial circu- 
lation. By “industrial” | mean man- 
ufacturing, mining, construction, 
communication, transportation, and 
utility. It’s fairly easy to find many 
compiled lists in these categories, 
with all kinds of breakdowns by size 
of company, SIC codes, Dun ratings, 
etcetera. 

But it’s not so easy to find com- 
piled lists that will respond with a 
satisfactory percentage of orders. In 
fact few of them do. The good old 
workhorses among business lists give 
the best percentage of orders: Diners’ 
Club, Alexander Hamilton Inquiries. 
Graphic Systems Buyers. various 
business book buyer lists, ete. The 
problem is, that while these mail or- 
der lists may give a high response, 
they might also give a high number 
of subscription orders in the wrong 
categories of business. 

We've tackled that by adding an- 
other dimension to our list evaluat- 
ing. Not only do we evaluate returns 
on the usual basis of percentage of 
response, but we also get a measure 
of the kinds of businesses that pro- 
duce these responses. On each list 
test we run a separate tally showing 
how results from the list break down 
by industry. In this respect we may 
know more about the composition of 
a list than the owner does himself. 
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For example we know that Alex- 
ander Hamilton inquiries will give 
us back orders in about this ratio: 
15‘ industrial—13°% Finance, in- 
surance, real estate—9‘~ wholesale 

retail— 11° Service and 
3% all others. 

Diners’ Club gives us about 50° 
industrial. 

Graphic Systems runs indus- 
trial. 

Harpers Business 
about 35% industrial. 

Let me tell you some of the results. 

Qur cost, in the mail, runs about 
S71 per thousand. This includes 
paper, printing, lettershop services, 
list rental and postage .. . at the new 
rate. It also includes the personalized 
fill-in which we have found effective. 
We originally tested the fill-in over 
several lists and found it gave on the 
average about two orders more per 
thousand. We retested it just recently 
on a single list we were mailing in 
substantial quantity and found we 
got 3 orders per thousand better re- 
turns. Since our average income per 
order is a little better than $7 (we 
sell enough 3-year subscriptions to 
keep it up there), you can see that 
those two or three extra orders make 
it well worth while. 

On the average 1,000 pieces mailed 
we can expect to get back about 8 
orders. Considering that a good part 
of our mailing program is still new 
and experimental, that we are still 


Book 


Buyers 


building up experience with lists and 
copy. this seems fairly good. Then 
too, these 8 orders are all at full rate 
for one year. 

The important thing is we are 
gaining new readers for Nation's 
Business that add to the value of its 
audience. 52° of our sales in the 
past 10 months have been in the in- 
dustrial category. 55°¢ have been in 
cities with a population of 50,000 or 
more. 

Those statistics are some of the 
results of our, activity so far. But the 
most important part of the program 
is still an unknown. Can the mail 
sales department at Nation's Business 
be put on a paying basis? 

The answer to that question is 
bound up in our renewal experience 

and as yet we have none. We 
just’ recently started” soliciting re- 
newal orders from subscribers sold 
a year ago when our program got 
into high gear. It’s still too early for 
our returns to mean anything. We've 
developed an eleven letter renewal 
series, but no month of expirations 
has vet heen subjected to the com- 
plete series. 

We know that it can take a year, 
and more likely two, before the re- 
newal potential of a magazine can 
be truly evaluated. | hope sometime 
in the not too distant future I can 
wrap up this story with the happy 
ending we expect.e 


THIS IS A SWITCH 


A switch from the usual “don't- 


send-us-any-more-direct| mail” angle 
is used by Templeton, Dobbrow & 
Vance, Inc... New York and Engle- 
wood. N. J. Here is copy of form 
letter: 


PLEASE change your mailing lists. 


(Name & address 
filled-in) 


(date) 


Gentlemen: 

We certainly welcome the papers you 
have been mailing to us, and hope that we 
may continue to receive them. 

However, your present method of 
addressing these items brings them to our 
New York City conference office in 
Rockefeller Plaza. This is proving a real 
inconvenience and expense to us, and 
delays the prompt attention your 
communications deserve, 

Our New York office is used for 
consultation purposes only. All research 
and administration is carried on at our 


main office in Englewood, New Jersey, 
and it is there that all mailings receive 
attention, 
Would you kindly change your mailings 
to our correct address: 
Templeton, Dobbrow & Vance, Ine. 
Box 632 
Englewood, New Jersey 
Many thanks for your cooperation. 
Very truly yours, 
(signed?) 
Brevoort Stout 
Vice President 


Reporter's Note: Good letter. Only 
trouble is the firm’s engraved 
letterhead carries both addresses and 
the Rockefeller Plaza one seems to be 
more prominent. How would average 
person know that it is better to write 
to Englewood? Letterhead needs clar- 
ification. Otherwise thanks for 
wanting to get direct mail. 
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(It couldn't 


happen, 
but it did) 


Look closely at the two direct mail 
pieces illustrated. One for Dayton 
Rubber Co. and the other for Harris- 
Seybold. It would be natural to jump 
to the conclusion that someone was 
guilty of plagiarism. Confusion 
reigned in Ohio on April 15, when 
the Harris imitation record piece hit 
the desks of printers (nationally) 
just as the Dayton piece was being 
deposited in the mail... and going 
to just about the same list of print- 
ers. After many phone calls and sev- 
eral meetings, it was agreed that the 
whole thing was fantastic and 
nearly unbelievable coincidence. 

John Yeck of Yeek and Yeek, Davy- 
ton, Ohio has for many vears done 
sper ial projects for the Dayton Rub- 
ber Co. Late in October 1958, John 
went to work designing a series of 
unique mailing pieces and for one, 
he came up with the “Musie To Make 
Money By” record jacket with a die- 
eut cardboard disk inside, with mes- 
sage running around the circular 
format. Series became finalized late 
in’ November and production got 
started for spring mailings. 

Around the first of 1959, Harris 
ad manager, Bill Clawson, was also 
planning some unique mailings for 
printers. At a meeting with agency, 
Fuller & Smith & Ross, Bill wanted 
something to dramatize the fact that 
Harris had set a new record in their 
sale of No. 250 presses . . . and John 
Woodside of FSR came up with the 
aceeptable “Music To Make Money 
By” record jacket format. Production 
started immediately. The finished 
Harris piece was received in Yeck’s 
Graphic Service production plant 
( prospects for presses } just as the 
plant was bagging the Dayton Rubber 
pieces for deposit in the mail. Jack 
Young, Dayton ad manager, Bill 
Clawson and the two agencies in- 
volved felt’ like they might be fit 
subjects for Duke University’s “extra 
sensory perception” laboratories. But 
all agreed the whole affair proved 
that “a good idea doesn’t care who 
has it.” Fortunately, the other pieces 
in the two series had no similarity. 
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BOOKLET or CATALOG. 
x 11"~TWO COLC 


Write today for your free portfolio of Allied’s.. 


... long experience in lightweight paper quality 


Allied’s fifty-four years of experience in lightweight paper 
manufacture is well recognized by the publishing industry, 
where millions of tons are used every year. Today, the ad- 
vertising and printing fields are seriously and more frequently 
considering greater use of lightweight papers...specifically 
the quality sheets of Allied. 


Included in the line with Cellupaque are: 

IMPERIAL BIBLE A moderately priced white sheet having 
high opacity...assures quality printed results on sales 
manuals, stuffers, inserts, and catalogs. 


BRITISH OPAQUE An inexpensive, cream white sheet with 
excellent strength, and runnability...ideal for directories, 
manuals, price lists, etc. 


“CASE HISTORIES OF THREE ALLIED LIGHTWEIGHTS"' 


Consult with your printer on 
Allied’s complete line of preferred printing papers 


for all types of advertising material 


UNCOATED OFFSET 
Custom Offset 
Lithobulk Offset 

Solar Offset 

Forester Offset 


UNCOATED LETTERPRESS 
Typobulk Eggshell 

Climax EF & Eggshell 

Solar EF & Eggshell 

Forester EF & Eggshell 


DUPLICATING PAPERS 
Northbrook Bond 
Northbrook Duplicator 
Northbrook Mimeo 
Permaflex Ledger 


COATED 

Cellugloss Offset Enamel 
Celluprint Enamel 
Cellufold Offset Enamel 
Imperial Enamel 
Imperial Offset Enamel 
Velour Enamel 

Velour Offset Enamel 
Cellufold Litho C1S 
Cellugloss Litho C1S 
Imperial Litho C1S 
Monarch Litho C1S 
Comet Colored Enamel 


LIGHTWEIGHTS 
Cellupaque 
Imperial Bible 
British Opaque 


ALLIED PAPER CORPORATION 
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UPGRADING 
LETTER COPY 


by Paul J. Bringe 


Does your product lend itself to 
premium or prize use? If so, you are 
fortunate for here is a ready made 
letter which, with a change of just 
five words, will fit your product—and 
yours, and yours, and yours. 

Of course, you may not want to call 
your product a “quality number” 
even if it is. It may sound a little too 
much like that drummer (oldtime 
salesman to you youngsters) on the 
last TV Western. But if you have been 
selling quality numbers for 90 years. 
chances are one of those drummers 
was handling it. 

However, you can say your product 
is “a joy to give as well as receive.” 
That applies to just about everything 
unless you are on the giving end of 
a Cadillac. 

When a sales letter can be used by 
any competitor just by changing a 
brand name, it isn’t a good letter. 
The Faribo letter talks generalities 
the firm could be offering plumbing 
fixtures. candy or umbrellas— without 
the letterhead you wouldn't know. 

There is wide range of quality in 
blankets and robes on the market to- 
day. So the selling task here is two- 
fold—to convince the reader that a 
blanket is the right premium to use 
and to convince him we have the su- 
perior quality he must have to do jus- 
tice to the reputation of his business. 

This writer does not say just how 
he will “acquaint you more fully with 
the possibilities of the finest merchan- 
dise.” Sounds to me like a_ veiled 
threat of a salesman’s call. Yet. such 
calls are expensive. If the blankets are 
so good, why not offer to send a 
sample for inspection, to be billed 
later (at the low sample price of 
course if the prospect wants to keep 
it). 

This is good bait. It has the “buy 
wholesale” lure while at the same 
time sampling the product to the po- 
tentially large buyer. And the samples 
that are kept and paid for will not 
only help to pay for the mail but 
will also be a constant reminder of 
the product in the home of a good 
prospect. 

No woman can resist a beautiful 

(Continued on Page 36) 
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What's with this summer slump 
business 7 

As soon as the weather warms up, 
does everybody desert their jobs, stop 
paying their rent, cease to meet pay- 
rolls, lock up their checkbooks, close 
the doors of their ofhices. close down 
their factories, spend their time be- 
side some babbling brook, at the sea- 
shore, playing golf? 

Does a rise in the temperature close 
the minds of executives to all things 
having to do with business, buying, 
selling, financing, product develop- 
ment? 

You'd think so to hear some busi- 
ness men talk.“Let’s not start that 
selling campaign in July every- 
“We'll hold this 

nobody reads 
“Let's 


body's on vacation.” 
campaign until fall 
direct mail in the hot months.” 
wait out the summer slump.” 

You find that kind of thinking too 
prevalent just about now. 

And salesmen. What about them? 
Many are summer slump believers-in. 
How many of them begin to think, 
“No use to call on Doakes & Com- 
pany—everybody’s on vacation.” Or, 
“It's too hot to follow up Smith & 
Company. In January they told me to 
see them later in the year. They could- 
nt have meant July or August. These 
are their slow months. Think I'll duck 
into a nice air-conditioned movie. 
Whew. it’s hot!” 

Famed Bernard Gimbel has been 
quoted as saying: “We're going after 
summer business because we feel that 
there are too many valleys between 
the peaks that have no reason to be 
there. The summer business is the 
most neglected, the most under-pro- 
moted area in our whole merchandis- 
ing system.” 

And his remarks are backed up by 
a study carried on by Curtis Publish- 
ing Company and NBC, which shows 
that the summer months (June, July, 
and August) get their full share of the 
year's business—25.3°% of the total. 

Here’s how much of the total busi- 
ness is absorbed each month of the 
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year. Only 3 other months outrank 


June. July. or August: December, 
9.60 : October. 8.800: May, 8.6% : 
June. 8.5'¢: July, 84%: August. 
April, 83°; September, 
8.3'7: March, 8.247: November, 
8.207: January. February, 
ard 


Those figures are for retail sales. 
If the housewife. who does most of 
the retail buying, is an active purchas- 
er during the hot months, isn't it safe 
to assume the executive does likewise ? 
If most people are away on vacation, 
as some of the summer slumpers 
claim, the housewife is not thinking 
about, or buying, the necessities of 
life. She's more apt to be eating in 
restaurants, wearing clothes she 
bought before vacation time, and 
leaving the purchase of that new rug 
until after she gets back from her 
vacation. 

\ purchasing agent recently told 
me. “Ll am called on by less salesmen 
in July and August than at any other 
two months period of the year.” I 
asked him about the mail he gets dur- 
ing the summer. He told me his mail is 
lighter in the months of July and Au- 
gust than at any other time. “But come 
September.” he says, “my outer office 
crawls with salesmen, and everybody 
and his brother seems to be jamming 
my mail with pitches to buy this, in- 
quire about that, investigate some- 
thing else.” 

Where did the summer slump idea 
come from? How has it been kept 
alive all these years? I really don't 
know. But | have a hunch it is more 
in the seller's mind than in the buy- 

What are you doing about it? Lay- 
ing off all promotion because it’s hot? 
Cutting down on your mailings be- 
cause a quick look at the calendar tells 
you the slump is here? 


How to Lose Business 


From time to time in this column 
we get away from talking about direct 


“Reed-able Copy” 


A Weithly Clinic Conductid by Orville? Rud 
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mail to produce inquiries, create a 
favorable impression, sell merchan- 
dise—and touch lightly on follow-up. 
Makes little difference how good the 
inquiry-getting letter might be if com- 
pleting the sale falls down by sloppy. 
inept, follow-up. 

I have a letter on my desk from an 
executive of a very large company. 
Here's what it says in part: 


On April Ist we wrote about an item to 
the company shown in the attached cor- 
respondence. Two months later they got 
around to sending us a mimeographed 
form letter—too late for us to do anything 
about it. 


Here's a part of this executive's 
original letter of inquiry: 


Gentlemen: 

Your (name of product) in the at- 
tached ad looks like an item that we 
might be interested in to distribute dur- 
ing open house after we move into our 
new building. 

The new building will be completed 
about June Ist and our open house will 
take place shortly after that—probably 
two or three weeks. 

Please let me know the prices for quan- 
tities from 100 up to 1,000 and also let 
me have the specifications of what is 
needed to produce an order—along with 
some idea of how long it would take to 
accomplish delivery. 


That letter was dictated and mailed 
on April Ist. On May 29 along comes 
the reply. It reads: 


Gentlemen: 

Thank you very much for your inquiry, 
and for your interest in our products. 

We enclose herewith a circular cover- 
ing the items about which you inquired. 
Thousands of people in homes and offices 
all over the country are attesting to the 
practical, efficient, and time-saving uses 
of our products, and we hope that you 
too will enjoy our useful, handy, attrac- 
tive (name of product). 

We regret that we do not as yet have 
a distributor in your territory, but we 
hope to have adequate distribution in the 
near future. In the meantime kindly mail 
your requirements directly to us, and 
please be assured of our prompt attention. 


Then there’s a postscript: 


P.S. All orders must be accompanied 
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can Flag . . . some advertising peo- 
ple may be enthusiastically innocent 
in trying to use the flag in advertis- 
the congregation into an uproar with this ing. Don’t do it. One DMAA member 
one: “The Young Mother's League will has already done so and we have 
hold their weekly meeting next Wednes- — warned him privately that he may be 
day. All those who wish to become Young Pubite No. 623 
Mothers, please see me in the vestibule.” in trouble. 
proved June 22. 1942 provides as 


follows: 


by a check. 

If you sat down and gave serious 
thought to how best to kill the interest 
of a prospect, you couldn't do a better 
job than this one to accomplish that 
purpose. 

Better wipe that self-satisfied ex- 
pression off your face. How about 
your follow-ups? Do you take great 
pains in the preparation of your in- 
quiry - getting letters or advertise- WARNING ! tising purposes in any manner whatsoever. 
ments? Then leave the follow-up to It should not be embroidered on such arti- 
some dictator who looks upon the cles as cushions or handkerchiefs and the 
answering of inquiries as a routine like, printed or otherwise impressed on 

: , paper napkins or boxes or anything that is 
correspondence chore? Or, if you as- designed for temporary use and discard; 
sign the writing of your inquiry-get- 
ting letters to a pro, do you also as- 
sign to him the job of preparing the 
follow-up to get the order? 

Look over the carbon copies of 
some of the follow-up letters going 
out of your office. You may be able 
to put your finger on the source of 
much lost business and an opportunity 
to get orders you should be getting. 
but aren't. 


by a slightly irreverent reader: 


The minister was reading announce- 


The flag should never be used for adver- 


Because we have two new states 
and two recent changes in the Ameri- 


ADDRESS DIRECTLY FROM PUNCHED CARDS! 


MODEL 101-S 
“READS” SORTS 
SELECTS - COUNTS 
While it PRINTS! 


Things I Bought 


Frank E. Bair. Vice President of 
Clark & Bobertz Advertising Agency 
in Detroit. has an unusual file folder 
in his desk. It is tabbed THINGS I 
BOUGHT. Into it he tosses the direct 
mail—letters, folders, postal cards, 


brochures——which prompted him to 
buy or make inquiry. Periodically he 
foes over this file of direct mail, to, 
as he says, “sharpen up my own ad- 
vertising ideas.” 
He says the reasons for buying are 
three: 
1. The direct mail arrived whea he was 


thinking about buying a product similar 


to the one the piece promoted. 


2. The copy had so many convincing 


“benefits” that it sold him something he 
had no idea he wanted until he read it. 

3. The piece described a product or a 
service he wasn’t sure he needed, but 
could get on a trial basis, so he sent for 
it. 

Mr. Blair probably doesn’t realize 
it. but in what he says are three basic 
principles of direct mail. First. con- 
tinuous mailings. which give the mail- 
er a better chance to be Johnny-on- 
the-spot when a prospect is ready to 
buy. Second, convincing “benefit” 
copy. Third, making it easy for the 
prospect to try the product and prove 
its benefits before spending his money. 


Say What You Mean 


Slightly risque for the regular read- 
ers of this journal as it may be, the 
following does make a point. We 
know we'll be pardoned by those pro- 
ponents of clear writing for passing 
along to you the following sent to us 
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Electronic “reading” of punched information on IBM, Remington Rand or 
other punch-card systems permits the Model 101-S Scriptomatic Addressing 
Machine to selectively print, sort and count simultaneously without disturbing 
the file sequence. 

Simply program the 101-S. You get list handling flexibility and addressing 
selectivity never before possible in a single, automatic run... Or—according 
to your requirements—sort, collate thru punch-card equipment. 

The punch-cards are your “masters’°—no more costly stencils—no more 
duplicate list maintenance—Just ONE punch-card does DOUBLE-DUTY as 
record file and address master! 


Write for Full Color Brochure on Model 101-S, 


A PERFECT MARRIAGE... 
Punched Card and Scriptomatic Automation 


Scriptomatic methods combine all the advantages of punched card auto- 
mation and conventional addressing equipment. Scriptomatic offers a full 
range of machines and methods to tie in any punched card system you are 
using or plan to use. Today you can get all the advantages of a high speed, 
fully flexible addressing and data writing system...at a running cost 
differential as amazing as the cost comparison between a card and a metal 
plate. You enjoy not only low first cost but continuing savings in automatic 
file maintenance, filing space, and elimination of duplicate lists. Scriptomatic 
is the system geared to tomorrow... Imagine your punched card system 
flowing through a Scriptomatic machine for selective, flexible, high speed 
addressing. 
Write for case studies and descriptive 

material. Discover now, at no obli- 

gation, if Scriptomatic can 

improve your procedures. 


SCRIPTOMATIC, INC. 


300 N. 11th St., Philadelphia 7, Pa. 


PRINT FROM CARDS...DOUBLE THE FLEXIBILITY...HALF THE COST 
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SEND THIS COUPON! It will bring you \ 
complete FREE details about the many 
excellent new lists of mail order buyers 
we can supply for YOUR next mailing. 
Ours is a national service, used and 
relied on by many of the most successful 
mailers (large and small) in all parts of 
the country. They know, from experience, 
that we can obtain the kind of lists that 
are ideally suited to their needs. 
Chances are we have the BEST lists 
for your needs, yet they'll cost no more 
than ordinary lists. Our recommendation 


DDERN une. 


215 FOURTH AVENUE + NEW YORK 3, W. Y. 
PHONE: SPring 7-7460 
CHARTER MEMBER: National Council of 


Malling List Brokers service is FREE. Simply send the coupon. | 


Tomorrows Method HERE TODAY! 


SAVES TIME 
AND MONEY! 
ALWAYS On Wand 
like foun 


web color process corp. 


131 Varick Street 
ORegon 5-2213 


SPEED TYING OF OUTGOING MAIL 
SAVE TIME-LABOR-TWINE 


TIE LETTERS - PARCEL POST - CHECKS 
PAPERS - CIRCULARS - LABELS - BOXES 
with a AUTOMATIC PAK-TYER 


There is an ALL-PURPOSE PAK TYER for every ap- 
plication. Ten times faster than hand tying. Easy to 
operate and maintain. All bundles and packages can be 
automatically tied without any adjustment. 3 to 24 ply 
twine, as well as tapes and braids can be used. Several 
models to choose from. LET FELINS CUT YOUR 
MAILING COSTS. 
PRICES NOW. 


WRITE FOR CIRCULARS AND 


FELIN 


TYING co. 


thwaukee 


SEND TODAY FOR DATA CARDS 
FIRST TIME OFFERED | 


EXCLUSIVE WITH 
AHREND 
1. 231,000 Rocket — Missile — and Aviation Executives and Engineers 
350,000 Active 
Charge Account Customers of Large Women’s 
3. 160,000 Executives in 50,000 Corporations Many nat in any srectory 


A REN 


SSOCIATES/ °’! madison ave., n. y. 22 « plaza 1-0312 
ASK FOR SAMPLE OF AHREND CELLO-LETTER, TOO! 


or used as any portion of a costume or 
athletic uniform. Advertising signs should 
not be fastened to a staff or halyard from 
which the flag is flown. 


(Continued from Page 33) 


blanket. If the prospect takes samples 
home, we can be sure there will be 
plenty of selling going on—at no cost 
to us. 

A successful sales letter must have 
a logical, common sense reason for 
the reader to act. Even though your 
offer does not need action from the 
reader, ask for it anyway. Invent a 
reason for response if you must—it 
brings your reader closer to your way 
of thinking. All of us like people for 


whom we do things. 


CURE FOR THE 
OVERWORKED 


Don Segal. Cupples Envelope’s New 
England Sales Manager. penned a 
note to us last month . . . “This is for 
real.” Attached to note was a copy of 
The Gracious Living News. published 
by and for the employees of The Gra- 
cious Living Company. Page one was 
devoted, so the headline said, to 
OFFICE RULES. Read ‘em. 

1. Office employees each day will fill lamps, 
clean chimneys and trim wicks. Wash win- 
dows once a week, 

2. Each clerk will bring in a bucket of 
water and a scuttle of coal for the day's 
business. 

3. Men employees will be given an evening 
off each week for courting purposes. 

4. After 13 hours of labor in the office, the 
employee should spend the remaining time 
reading the Bible. 

5. Every employee should lay aside from 
each pay day a goodly sum of his earnings 
for his benefit during his declining years, 
so that he will not become a burden on 
society. 

6. Any employee who has performed his 
labor faithfully and without fault for five 
years, will be given an increase of five cents 
per day in his pay, providing profits from 
business permit it. 

7. Any employee who smokes Spanish 
cigars, uses liquor in any form, or frequents 
pool and public halls, or gets shaved in a 
barber shop, will give good reason to sus- 
pect his worth, intentions, integrity and 
honesty. 

A footnote explained that: An of- 
fice manager in Boston was cleaning 
out an old file and came across the 
office rules for 1872. He wanted to 
read the rules to his office force but 
they were all out on one of the day’s 


several coffee breaks! 
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COME ON IN Hammermill Offset invites readers to plunge into your printed 
opti pieces. It adds realism to the products it shows, puts sell 


houl . ill O kes beautiful 
THE PRINTING'S ant to. Pease tum the page to se 


FINE ON } 
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BLACK AND WHITE 
ILLUSTRATIONS 

LOOK ALIVE...ON 
HAMMERMILL OFFSET 


Show every contrast of light and shadow, every 
drop of water with startling clarity. Black and white 
or full color prints profitably on Hammermill Offset, 
with fast press runs and ink economy. You can 
order this strong, pick-free paper in 8 finishes and 
7 new colors. This insert printed by offset on 
Hammermill Offset, substance 70, Super-Smooth 
finish on a 41 x 58 four-color press. Sheet size 

38% x 574%, 18 up. Speed 3,000 an hour. Deep etch 
aluminum plates. Colors printed yellow and blue, 
then red and black. Hammermill Paper 
Company, Erie, Pennsylvania. 
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KEYTRONIC 
AUTOMATION TO SOLVE 
DM SORTING 
PROBLEMS 


While the Post Office Department 
has been improving its mail handling 
procedures with a multi-million dol- 
lar program of automation, up to 
now private industry has been un- 
able to solve one of its own most 
costly mailing problems: manual 
sorting of direct mail into individual 
Post Office breakdowns, required by 
bulk rate postal regulations. 


Required sorting of addressed en- 
velopes for Bulk Rate mailings has 
become increasingly difficult because 
of the nature of “mixed” lists. Most 
limited-use lists are not kept in geo- 
graphical order. Mail order and “pay 
during lists are kept in 
numerical order for recording pay- 
ments. Department store customer 
lists are kept in alphabetical order 
for charge account purposes. Stock 
lists must also be kept in numerical 
order, ete. 

Usual hand 


service’ 


sorting production 
from “mixed” lists is approximately 
1.000 pieces per hour. And when a 
secondary sort of the mailing is often 
necessary, this breakdown produe- 
tion time is cut to as low as 500 
pieces per hour. 

Working closely with Mr. Edward 
Lustig. president of Circulation As- 
Inc... New York, Universal 

Machines of Columbia. 
has developed a 
mechanized sorting method  exclu- 
sively designed for the direct mail 
industry. It is the Universal “Key- 
tronic” Mail Sorting Machine... a 
keyboard operated electronic device 
which can sort 6,000 mailing pieces 
per hour. 

In manual breakdown of any mail- 
ing, it is customary to make a first 
sort that separates the large volume 
cities, leaving those with lesser 
volume for a second sort, then a 
third if necessary. The prin- 
ciple is used in “Keytronic” sorting. 


sociates, 
Business 
South Carolina. 
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But “Keytronic” sorting by automa- 
tion is designed on the theory of 
“permutation,” or the multiplication 
of number of individual sorts pos- 
sible in a single pass. 

Ed Lustig, who has had more than 
twenty years experience in all types 
of direct mail sorting problems, 
worked out a feasible “permutation” 
formula with Roynold Bensen, presi- 
dent of Bensen Business Equipment, 
Universal’s New York distributor. 
The calculation and design of the 
“Keytronic” machine was based on 
average requirements in the direct 
mail industry. 


the NEW Thomas 


Now for the first time a com- 
pletely electric collator that is 
priced within the reach of 
every office... actually half 
the price of anything on the 
market. Yet, this new Thomas 
has the capacity to handle 
8'2 x 11 sheets of most tissue, 
onionskin, one-time carbon, 
bond, mimeo and even '” 
cardboard. It’s portable, light 
weight and extremely simple 
to operate. A flip of the switch 
and the tiresome time-consuming 
task of gathering pages into 
sets becomes an efficient, effort- 
less job... that’s almost fun! 


The “Keytronic” machine has 44 
bins, each having an average capacity 
of receiving 180 mailing pieces. Mail 
is placed in a feeding trough, where 
an operator reads its address code; 
and punches typewriter-like key- 
board to send each piece into a 
desired bin. 

By multiplying 44 by 44, it is 
possible to make 1,936 separations in 
two passes of the mailing through 
the machine. Each of the 44 separa- 
tions made on the first pass is again 
divided into 44 parts on the second 
The average clerk working the 
machine with this system can 


pass. 


sort 


atic collator 
-for only 149,50” 


“Desk-Top” Collator 


Mail coupon... or ask your 
own stationer or office equip- 
ment dealer to make arrange- 
ments for a free demonstration. 


We THOMAS COLLATORS INC. 


Thomas Collators inc. Dept. W 
100 Church Street, N. Y., N. ¥ 


[_] Sounds good . . . send literature! 
[_] I'd also like o free demonstration. 
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Before you 
make your 


next mailing 
. . » CHOOSE 
FROM THE 


“BILLION 


MAIL ORDER BUYERS 
INQUIRERS and PROSPECTS 


For an immense fund of data and 
MOSELY custom-prepared LIST 
RECOMMENDATIONS, simply 
send us in confidence a detailed 
letter about your list problems 
along with sample mailing pieces, 


ads, ete. NO COST OR OBLIGA- 


TION. Write: 
MAIL ORDER 


Mes LIST SERVICE, Inc. 


MAIL ORDER LIST HEADQUARTERS 
Dept. R-67 
38 Newbury St., Boston 16, Mass. 
Charter Member National Council 
of Mailing List Brokers 


You'll be 


Might y Proud 


to wina 


What “Oscar” is 
to the movies— 
“Benny” is to 
the Printing In- 
dustry. Nine 
“Bennies’’ and 
three 91,000 
awards will go 
to winners this 
year. Closes 
Aug. 1959, 


For rules and entry blank, 
write today! 


PRINTING INDUSTRY OF AMERICA, INC. 


5728 Connecticut Avenue, N. W. 
Washington 15, D. C. 


6,000 pieces per hour. 

After extensive research and suc- 
cessful testing of the pilot model 
during the past year, production of 
the Keytronic machine will begin 
late this summer. Various models of 
the “Keytronic” will be able to 
handle mailing pieces ranging from 
2%,” x 3” to 111%” x 12” in size. 
The machine itself will be 10’ long, 
and mounted on rolling castors for 
easy mobility. It will be powered by 
standard LI5V A.C. 

“The advantages of sorting by 
automation with this new machine,” 
says Mr. Lustig, “will be the answer 
to one of direct mail production's 
greatest problems. With hand labor 
costs steadily rising every day, the 
“Keytronic” will help keep impos- 
sible manual sorting costs in line... 
and will result in faster. more efficient 
mailing for business mail users.” 


“A” IS FOR 
ADVENTURE 


Note: Bill Leonard of The 


Bill Leonard Show, CBS-Radio, on May 
18... did a bit on a mailing list that 
should “warm” the hearts of users of direct 
mail, The list in question was the Manhat- 
tan telephone directory. He didn’t get very 
far with his list research, in terms of thou- 
sands of names, but you'll agree he had 
some fun. Here's a transeript of Bill Leon- 
ard’s Adventures in “A” . . . “Pete” Hoke. 

A couple of weeks ago, I spent 
some time exploring the first letter of 
the alphabet. There were 1.500 initial 
\ listings (such as AA and AAA and 
AAAA AA BB EE) before you get 
to an actual name beginning with A. 
Some of the multiple initials were 
pretty odd, but the thing that got me 
was the very first item in the Man- 
hattan phone book. A, just plain A. 
No designation at all. | tried to find 
out at the time just what just plain A 
was, but an answering service knew 
only that the firm A dealt in furs. 

Today | resumed my search for 
truth. | called A, > West 98th 
Street, UNiversity 1-!814. 1 got the 
same answering service, but left a 
message that someone in charge 
should call back. A few hours later 
Larry Fine called me. He is the 
owner of A, an advertising and public 
relations firm, which specializes in 
furs. 

Larry Fine started A five years 
ago. He named it A, Mr. Fine said, 
with no idea of being the first in the 
phone book. He merely chose the 
name because it was the initial of 
his recently deceased mother. When 
he requested the phone listing, the 


Reporter's 


40 


New York Telephone Company sent 
a representative to investigate the 
legitimacy of the name. The phone 
company was satisfied that the name 
was on the up-and-up— and Larry 
Fine is satisfied that A is a good 
name for an advertising firm. 

When I asked whether the lack of 
designation didn’t prove confusing — 
and how business clients knew what 
the firm was, Larry Fine said: “Just 
as a lot of people know what CBS is, 
can’t you imagine that some people 
know what A is?” A’s reputation is 
established within “the business,” 
but Mr. Fine did admit that U Niver- 
sity 4-4814 did get some strange 
calls. 5 or 6 a day. In fact, about 
30% of his calls were what he called 
“funny.” 

For «thirty years, as America’s 
authority of fine furs, Larry Fine has 
been advising thousands of women in 
the purchase of the world’s most 
beautiful furs at spectacular savings. 
His widely read article, “HOW TO 
BUY FURS.” has appeared in news- 
papers, magazines and other publi- 
cations here and abroad. The fashion- 
wise and value-wise who want the 
very best in furs at the lowest pos- 
sible prices find it both gratifying 
and rewarding when they contact 
Larry Fine for a reputable whole- 
saler specializing in the fur desired. 
They know it is the smart, modern 
way to shop for furs. There is no 
charge for this service and satisfac- 
tion is guaranteed. All furs of A’s 
clients carry the endorsement label 
of Larry Fine, America’s foremost 
fur consultant. 

So the mystery of A is now solved, 
\ is for Advertising—-and the first 
name in the Manhattan telephone 
book is good advertising ... here in 


New York. @ 


SHORT COURSE 
IN LETTER WRITING 


Reporter's Note: Tom MeElroy of The 
Catholic Digest, 44 East 53 St.. New York, 
talked to delegates of the 49th Annual Con- 
vention of The Catholic Press Assn., May 
12-15, 1959, Omaha, Nebraska. Tom’s ad- 
vice on letter writing should be mounted on 
a plaque in every business office. Wonderful 
checklist for writing any kind of letter... 
PH 

Please be mindful of the fact that 
good copy is responsible for about 
80° of every successful newspaper 
or magazine ad, and every piece of a 
direct mail package. from the outside 
envelope to the return order form, If 
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the copy is no good, then you can be 
sure that the selling effort of the prod- 
uct or service is very likely to fail. 

Here are just a few simple tips 
from me. If you will try to employ 
them every time you write an ad or 
a letter, they should bring you lots 
more successes than failures. 

Remember, there is nothing that 
can take the piace of good, honest and 
convincing copy. All the gimmicks or 
gadgets you may employ cannot re- 
place this basic essential. 

There is no mystery to good copy- 
writing it is just the application 
of common sense. Always remember 
that the reader is not interested in you 

he is concerned about himself and 
will absorb your message if he thinks 
that he can gain anything from it. 

Never try to show how clever you 
are or how well educated you are. by 
employing little-used. hard-to-under- 
stand words or phrases. It is more ef- 
fective to use modest statements, and 
clear, simple and friendly words 
and cut out all the adjectives you can. 

Write your message to one person 
to persuade him to do what you want 
him to de, even though thousands or 
millions may read your message. 

Don’t do things in doubles. Avoid 
asking the reader to do two things, 
or giving him two ideas. or mixing 
two thoughts in the same phrase. 

Don’t leave in the air your reason 
for writing him. His sixty-four dol- 
“Why is the fellow 
writing to me?” So tell him the point 
of your letter as soon as you can. 
Particularly. be sure to tell him what 
you want him to do. 

Like a good ad. a letter will attract 
and hold the reader a lot longer if it 
has an easy-on-the-eye layout. So, in 
reproducing your letters, try to em- 
ploy some of these “eye-hooks.” but 
not all in one letter: 

Use a headline. a subhead or two, 
an indented whole paragraph or two, 
a second color, a postscript. occasion- 


lar question is, 


al underscoring. a word or sentence 
in caps now and then. imitation-hand- 
written words in the margins, or 
checkmarks or dashes or circles 
around words. Always indent the first 
line of every paragraph and use short 
sentences and paragraphs. 

In a nutshell. therefore. in writing 
selling letters. if you will constantly 
keep in mind and follow these five 
simple steps. you should have little 
trouble in scoring high: 

a) Attract the reader's attention 

b) Hold his interest 

c) Show an advantage and prove it 

d) Persuade him to grasp it | 

e) Ask him to do something and | 
make it easy for him to do it. 
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MOST UNUSUAL 
MAIL ORDER 


Emily Klinkhart of American 
Foundation for the Blind, Inc.. 15 W. 
16th St.. New York 11, N. Y. recently 
received a unique mail appeal from 
King Solomon’s Mines, 31-A Nathan 
Road. Kowloon, Hong Kong, China. 
Emily believes she got on the list be- 
cause she went around the world in 
1956, and the Hong Kong concern 
must have had access to passenger 


records, 

Appeal was printed in four-page 
folder style. Here is first paragraph 
of a five-paragraph first page letter: 


Accumulation of thousands of opinions, 
expressed by those people from different 
corners of the world who had visited our 
showroom during their stay here in Hong 
Kong since the establishment of the above- 
said showroom over two months ago at Mi- 
rador Arcade in Nathan Road, is thus made 
to the final conclusion that there is no par- 
allel line of such a unique display in any 
part of this colony. These favorable com- 
ments and the overwhelming enthusiasm 
being shown on our productions evoke our 
great cheerfulness and self-confidence. 


Says a Professional... 


... yet anybody can get outstanding results: “We find ProType 
faster than any other method . . . it eliminates handlettering . . . 
and we can keep up-to-date with new type faces while saving 
hundreds of dollars on metal fonts. ProType actually helped us 
secure several new agency accounts.” 


So says C. J. Caswell, president of Loheide-Cas- 


well Co., fine typographers in Peoria, Ill. He’s an 
old pro who appreciates speed, ease and economy 
of sharp, clean headlines or blocks of type produced 


by ProType on film or paper. 


DAVIDSON CORPORATION 
Subsidiary of Mergenthaler Linotype Co., 
29 Ryerson Street, Brooklyn §, NY 


Arrange demonstration 
Send brochure on Pro? pe 


But you needn’t be a pro to profit by the inge- 


nious, simple, low-cost ProType. You can get profes- 


Name 


sional results with only a few minutes practice. Pro- 


Type does everything possible with type . . 
then some. ProFonts, in 10,000 type sizes and faces, 


range from 6 to 90 point. 


. and Title 


Company 


Address 


Mail coupon today for further information. 


41 | Davidson Corporation, 29 Ryerson St., Brooklyn 5, N. Y. 
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Inside pages describe method of ordering 

price list for rings, earrings, bracelets, 
cuff links, pendants and brooches with 21 
different types of stones. There's an order 
blank, with space for names and addresses 
of eight friends who might like to buy 
jewelry from Hong Kong. 


The whole effort seems to be strict- 
ly legitimate . . . but as Emily ob- 
serves .. . they need a little of the 
wisdom of stateside mail order be- 
cause who would buy jewelry as they 
suggest without pictures? There are 
no pictures of the products offered. 
Perhaps the promoters are counting 
on the acceptance of their respons- 
ibility by those who have actually 
visited the shop in Hong Kong. But 
it would be much better .. . if prod- 
ucts were pictured, Prices seem rea- 
sonable . . . lowest $7: highest $50: 
with majority running from $12 to 
$20. Will try to find out how this pro- 
motion worked. If interested 
write for sample folder. 


NIAA INSPIRES 
MAILING LIST 
DATA DIRECTORY 


The Direct Mail Committee of the 
National Industrial Advertisers As 
sociation has engaged in a 
project that will prove of consider- 
able value to industrial advertising 
managers and the direct mail indus- 
try generally. 


been 


It has long been recognized that 
one of the great needs in our work 
is a single reference source that will 
tell what publications make mailing 
lists available and under what con- 
ditions. 

NIAA’s Direct Mail Committee, pic- 
tured above, went to Dick Hodgson, 
executive editor of INDUSTRIAL MAR- 
KETING magazine and suggested that 
the publication’s annual Special 
Media Data Number be expanded to 
include this information. 

Dick agreed and has included ques- 
tions on the availability of subscrip- 
tion lists for direct mail in the ques- 
tionnaire sent to the industrial press 
of the nation. When this information 
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is included in the next issue of IN- 
DUSTRIAL MARKETING’S Media Data 
Number, it will make it easier to 
coordinate direct mail and space 
campaigns. 

Richard E. Tirk, vice president, 
Reply-O-Letter Company, New York, 
seated fourth from left, is chairman 
of the NIAA Direct Mail Committee. 

Other members include, left to 
right, Martin Brusse, President, 
Rocky Mountain Metal Products 
Company, Denver, Col.; J. D. T. 
Cornwell, Advertising Manager, 
Chemical Division, Celanese Corpo- 
ration of America, New York: Rob- 
ert Starski, Vice President, Sanger 
Funnell, Inc., New York. 

Also, Tom Grant, Vice President, 
K.G.A., Inc., New York: David B. 
Tyler, Publicity Department, Norton 
Company, Worcester, Mass.; C. Rob- 
ert Pope, Manager, Direct Mail De- 
partment, Remington Rand, New 
York: George A. Bond, Advertising 
Supervisor. L.-T.-E. Circuit Breaker 
Company, Philadelphia, Pa.: and 
Sydney B. Rudder, Sales Promotion 
Manager, The American Brass Com- 
pany. Waterbury, Conn. 


HOW ABOUT 
“PRESTIGE” 
DIRECT MAIL? 


We found this interesting angle on a con- 
troversial subject in recent monthly news- 
letter of Advertisers Mailing Service, Inc., 
5 W. 18th St.. New York Il, N. Y. Jack 
Kane gave us permission to reprint. 

“Prestige” advertising is 
poohed by a great many advertisers. 
These “practical” people believe that 
immediate immediate 
alone are the only criterion for judg- 
ing advertising. “To hell with pres- 
tige.” they say. “I don’t care what 
buyers think of me as long as they 
buy. If they do that. I'll get along 
without a reputation.” But will they? 

The bait in quick-return advertis- 
ing is price, the lowest price avail- 
able. The advertiser that flirts with 
this flashy doll can’t escape an affair 
of the purse. Once he starts his 
romance with price, he soon finds 
that in the buyer's eye he has noth- 
ing else to sell but price. He’s tagged 
as the big-bargain sugar daddy. Buy- 
ers flock to get something for nothing 
from him or something for less than 
they can get anywhere else. The kiss 
of death is upon him. His price must 
always be the lowest or his fickle 
followers shun him for a cheaper 


pe 


sales, sales 


dazzler. Somehow or other, even as 
his profit margin slips into economic 
oblivion, he must come up with 
bargains, bargains, bargains, week 
in week out, month after month. He 
can't stop. He must go on and on 
and on to what is all too often a 
very bitter end. 

“Prestige” advertising, on the 
other hand, is no dazzler. It works 
quietly and unglamorously, yet in- 
evitably builds a surprisingly valu- 
able equity into every business — 
reputation. It builds a reputation for 
the products sold — their style, ease, 
durability, beauty, long-range econ- 
omy. And, more important, it builds 
a reputation for the owner: This man, 
above all others, is the one I want 
to do business with. Reputation is 
the capital investment that enables 
a business to shun the merchandising 
“rumbles” that produce price slash- 
ing and lead to murder in the mart. 
Reputation is the capital investment 
that enables a business to earn the 
profit it should on each article it 
sells, 

Must we then choose irrevocably 
between prestige and price? We think 
not. There is a place for both in the 
soundly conceived advertising port- 
folio. The foundation should be a 
consistent’ program that sells the 
prestige, the reputation of the busi- 
ness. This “investment” advertising 
must be considered as necessary as 
paying the rent. But the basic pro- 
gram can be seasoned. Salt it with a 
pinch of price. Whet the appetite of 
the buyer with a bargain. This is the 
reasonable advertising formula. 


HUMOR FOR 
HOUSE MAGAZINES 


Seems like fewer house magazines 
are using humor. That is, fewer than 
ten or fifteen years ago. when most 
external house magazines had a 
humor page or carried jokes as 
column fillers. In Postage and The 
Mailbag days and at start of The Re- 
porter .. . we ran a monthly column 
of the best jokes culled from all the 
magazines received (some 4,000). 
Gave it up later. But there are still 
a few good humor cases coming in. 
We like to read them even if some 
of the jokes are old. (There are only 
a dozen or so basic jokes anyway, 
according to the experts.) 

One of our favorites is The Core 
Driller (bi-monthly), a four-pager 
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WHITENESS TESTS BY AN INDEPENDENT LABORATORY 
PROVE RISING’S NEW WHITE BOND BRIGHTEST...WHITEST 


The evidence you can see with your own eyes... the unsurpassed brightness of 
Rising’s new White Bond...is backed up by actual tests made in one of the 
United States’ best known Independent Testing Laboratories. According to 
standards outlined in T.A.P.P.1. T-452M-48, “Brightness of Paper,” samples of 
Rising’s new White Bond are outstandingly brighter than those of other brands 
of nationally-advertised bright white bond papers of similar quality. 


PERFECT UNIFORMITY...SHEET AFTER SHEET 


Combined with extra bright whiteness, Rising’s new White Bond assures you 
exceptional uniformity of the formation and cockle in every sheet... another 
reflection of the outstanding quality of “Fine Paper at Its Best!” These two 
important factors make it doubly important for you to specify Rising’s new White 
Bond for the brightest... the whitest...in bright white bonds. 


BRIGHT WHITE OR DELICATE PASTEL COLORS 


Whether you prefer crisp, clean New White Bond or Rising Bond in smart, pastel 
colors, you get the same dependable assurance of uniformity . . . distinctive cockle, 
higher gloss, improved erasability... sheet after sheet, order after order. Rising 
Bond and Opaque Bond are available in the following weights and colors: 


Substance 13 Substance 16 Substance 20 Substance 24 


New White New White New White New White 
New White Opaque New White Opaque New White Opaque 
Antique Ivory Antique Ivory 
Aqua Blue 
Dove Gray 
Colonial Green 
Petal Pink 


MATCHING ENVELOPES IN ABOVE WEIGHTS BY OLD COLONY ENVELOPE COMPANY 


Made by 
the Mill 
that's 
famous 

for 
bright, 
bright, 
Winsted 
Glo-Brite 


Makers of Rising Parcimment (100% CF* Bond) * Rising Bond and 
Opaque Bond (25% CF) * Line Marque (25% CF Writing) * No. 1 
Index (100% CF) * Hilisdale Wedding & Bristol (25% CF) « Platinum 
Paper & Bristol (25% CF) * Winsted Wedding & Bristol * Winsted 
Glo-Brite Vellum, Bristol, Text & Cover * And Technical Papers. 


*Cotton Fiber 


RISING PAPER COMPANY 
HOUSATONIC, MASSACHUSETTS 


PRINTED ON RISING’S NEW WHITE BOND, SUBSTANCE 20 
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published by George E. Failing Co.. 
Enid, Okla. Goes to the oil drill- 
ing customers and prospects of 
the nine district offices. Jokes are in- 
terspersed between pictures and seri- 
ous items about equipment or current 
projects. We'll pass along a few from 
the current issue. Maybe some of the 
editors need some fillers. 


“I can’t stand necking,” she protested 
“So why don’t we sit down?” 
* 


softly, 


“It's gonna be tough sledding tonight.” 
“How come?” 
“No snow.” 

Something that always comes 
faster to the man your wife almost married. 


Success: 


An angry little man bounced into the 
postmaster’s office. “For some time now,” 
he shouted, “I've been pestered by threaten- 
ing letters and | want something done about 
it.” 

“That's a federal offense.” replied the 
postmaster. “Have you aay idea who is 
sending you those letters?” 

“I certainly have.” snapped the little 
man. “It’s them pesky income tax people.” 

* 


When you're down in the dumps always 
remember this: Half the people aren’t in- 
terested in hearing about your troubles, and 
the other half are glad you're finally getting 
what you deserve. 

~ 

“Can you give me change for this $18 
bill?” asked the city slicker. 

“Sure can, Mister,” replied the country 
merchant. “How do you want it? Three 
sixes or two nines?” 

* * 

The newlyweds were honeymooning in 
Florida. As they strolled along the beach. 
he looked out toward the sea and ex- 
claimed: “Roll on, thou deep and dark blue 
ecean, roll.” 

The bride gazed at the breakers and then 
in hushed and reverent tones, she said: 
“Oh, George, you wonderful man. It’s doing 
it!” 

An Oklahoma bank received the follew- 
ing note with a final payment on an auto 
contract: 

“Dear Sirs: This should make us even. 
Sincerely, but no longer, your's.” 


The nurse was holding the patient by 
both wrists when the doctor entered the 
room. 

“You don’t have to hold both wrists to 
check the pulse,” said the doctor. 

“Sir, 'm not holding his wrist to check 
his pulse.” replied the nurse. “I’m holding 
them to check his impulses.” 


COPYWRITER HIRED 


TOM BONNEVILLE, president, Orlan- 
da Ad Club, showed us a copy of his 
well-written newsletter ADD LIFE TUES- 
pay. We were quite taken with last 
item of June 2 issue: 

AN AD AGENCY RAN A CLASSIFIED: “The 
stenographer we require,” ran the advertise- 
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ment, “must be fast, absolutely accurate, 
and must have human intelligence. If you 
are not a crackerjack, don’t bother us.” 
One of the applicants wrote that she noted 
their requirements and went on: “Your ad- 
vertisement appeals to me strongly—strong- 
er than prepared mustard — as I have 
searched Europe, Airope, lrope and Hobo- 
ken in quest of someone who could use my 
talents to advantage. When it comes to this 
chin-music proposition, I have never found 
a man, woman, or dictaphone who could get 
to first base on me, either fancy or catch-as- 
catch-can, | write shorthand so fast that I 
have to use a specially prepared pencil with 
a platinum point and a water cooling at- 
tachment, a note pad made of asbestos, 
ruled with sulphurie acid, and stitched with 
catgut. | run with my cut-out open at all 
speeds, and am, in fact, a guaranteed, 
double hydraulic-welded, drop-forged and 
oil-tempered specimen of human lightning 
on a perfect thirty-six frame, ground to 
one-thousandth of an inch. “If you would 
avail yourself of the opportunity of a life- 
time, wire me; but unless you are fully pre- 
pared to pay the tariff for such service, 
don’t bother me, as | am so nervous I can’t 
stand still long enough to have my dresses 
fitted.” 


The gal was hired — as a copywriter. 


WHY DON’T WE 
ASK FOR MORE? 


(An item from Thomas Dreier) 


Anderson tells about the 
experience of a young man with a 
life insurance salesman. That young 
man is now older and is the head of 
a prominent advertising agency. 

When he was a youngster and was 
earning $5,000 a year he thought he 
ought to have some life insurance. 
He sent for an agent and said he 
wanted a $2,000 policy. The agent 
was a natural doubter. He advised 
against the $2,000 policy and asked, 
‘Are you sure you can pay for as 
much as $1,000?” The $1,000 policy 
was bought. 

Later the agent was again sent for 
and asked to fix up a $3,000 policy. 
Again he was filled with doubts. 
“Isn't an additional $3,000 too much 
for you to carry now. Why not take 
$2.000?" So the $2,000 policy was 
bought. 

Still later another $2,000 was 
bought against the agent’s argument. 
He still doubted the young prospects 
ability to carry the load. He based 
his whole argument on the youth of 
the man, not on his knowledge of the 
youngsters ability to pay. 


Stewart 


\ year later the agent dropped 
and asked if the young man had been 
able to keep all the insurance in 
force. When told that the premiums 
were all paid, he said. “Quite a stunt 
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If you MAIL to EUROPE... 


Consider the economy of hav- 
ing your printing and mailing 
done on the Continent. News- 
week, Reader’s Digest and the 
New York Times have discov- 


ered the advantage. 


Write for information — 


no obligation. 


DeMutator M. V. 
Willemsparkweg 112 
Amsterdam, Holland 


Direct Mail and Mail Order 


COPY 


@ thot mokes SENSE 
@ thot makes SALES 
@ thot mokes BUYERS wont 
to do business with you 
Write me about your plans 
or problems 


All details handled by mail 


ORVILLE E. REED 


HOWELL, MICHIGAN 


Winner of two DMAA Best of Industry 
. Dartnell Gold Medal. . . 
P, “The world’s smallest 

house organ” 


ddd 


Read-Me- First | 


power of four color process 
pictures on your ENVELOPE 
(and letterheads, too!) 
FREE KIT when requested on 
business letterhead 


Top quality bottom prices 


Colortone puss 
Color Stationery Specialists 
2412-24 17th St. N.W., Wash. 9, 0. C 


MW MZ 


BUSINESS REPLY CARDS 
$4.50 per 1,000 
in 10M lots. 
Printed in Color of your choice on 100 Ib. 
White Index. Send copy. Proofs furnished 
for 0.K 
BLACK OAK PRESS 

2325 Durbin St., Black Oak, Gary, Indiana 


PPLY 
LABELS 
AnyRoll Label: 
MAILER | 
SCHAUNCEY WINGS. § 


| GREENFIELD, MASS. 


“Instantaneous Appeal” 
Make the “approach” of your 
advertising inviting — exciting; 
impelling — selling. We Can! 


“Chat Fellow Bott’ 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 
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Rates $'.50 per line $1.00 Situation/Help Wanted Minimum 4 lines 
Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


ADDRESSING PLATES 


POLLARD-ALLING — embossed and linked at 
$25.00 per M; special rates for two liners and 
OCCUPANT; accuracy and delivery guaran- 
teed; weekly capacity 75-100 M. 

JACKSON EMBOSSING SERVICE 

4 S. Williams St., Whitehall, N. Y. 


New Addressograph Plates and Frames 
B or E Frames—-$27 per M, B plates—$5 per M 
E plates—-$6.50 per M, Speedaumat $6.45 per M 
Price List and Samples on R U 
Dean Forrest Co. 
7 Foster Street 
Revere 51, Mass. 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
popers. Publishers’ rates. Counsel service. 
Martin Advertising Agency, 15 E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 


CANADA'S BEST MAILING LIST 


275,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe's, St. Catharines, Ontario 


CANADIAN OPPORTUNITIES 


Western Canada is growing by leaps and 
bounds. We will compile lists for rapidly 
expanding Cities and flourishing Farm Com- 
munities in Saskatchewan and Alberta, Print- 
ing—Offset—Letterpress and Mailing. Forbes 
Anderson Press Ltd., Hamilton & South Rail- 
way, Regina, Saskatchewan, Canada 


COLOR PRINTS 


Mail full COLOR prints of your product in re- 
sponse to inquiries! Use in sales books, for 
advertising or display. QUALITY dye transfer 
COLOR prints from your transparency or art- 
work, one or 1,000. Sizes 4 x 5 to 16 x 20. 
LOW COST! Example: 4 x 5 size—100. .$90; 
1,000. . $400. Plus shipping. Consistent fidelity, 
gvaranteed service. 
COLORAGE, Inc. 
116C So. Hollywood Way, Burbank, Calif. 


FREE MAILING LISTS 


OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers-Wholesalers-Manufacturers 
Banks-Churches-institutions 
Choice of 350 Other Lists 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 
48-01 42nd St., Long Island City 4, N. Y. 
STillwell 4-5922 


FOR MEN 


MEN! Get 100 smooth, clean shaves from one 
blade. Abraso is guaranteed to do this or 
your money back. Costs only $1.49 P.P. Lasts 
a lifetime. Order yours NOW. 

RAYSOL PRODUCTS 


Box 464-DM Poplar Bluff, Mo. 


MAILING LISTS 


Direct Mail Proven Buyers. Over 790,000 Alpho- 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus, 
Pa. 


75,000 names, on labels, of women who have 
bought up to $10,000 worth of sewing sup- 
plies within the last 60 days. A clean well- 
prepared list, ready for immediate delivery 
BUT one copy only. Address The Button King, 
Hawthorne, New Jersey 


BUSINESS LISTS “in duplicate’ at Lowest Cost! 
You name it; we'll quote. Also SPECIALS of 
many types. All Low Cost Lists. Bulletins Free. 
Mailtrader, Box 643-E, Ann Arbor, Michigan. 


Exact Name and address of 85,000 families 
in 25 major cities coast to coast who have 
spent between $5.95 and $50 on our home 
portraits in color photography. 90% have 
children. List, cleaned Feb. ‘58, on Speedav- 
mot Plates, is available for outright purchase 
at $20 per M. Write, wire or telephone B. H. 
Werber, Telecolor Corp., 7922 Melrose Ave., 
Hollywood 46, California. Olive 3-1487. 


MAILING LISTS — 400,000 carefully selected 
names in Protestant field. Individual lists of 
clergymen, laymen and laywomen, Religious 
Education Directors, Bible Teachers, Chaplains, 
Youth Leaders and many others. Write for 
free brochure ‘Protestant Religious Lists.” 
Macfarland Company, Box 540-D, Westfield, 
New Jersey. 


190,000 FORMER SUBSCRIBERS to inspira- 
tional, artistic, family bi-monthly magazine. 
Direct mail minded people in good economic 
position. Well suited to self-improvement, re- 
ligious and similar offers. High percentage 
small town. William M. Proft Associates, 42 
Main St., Orange, N. J. 


New Mothers. Central Ohio area. 1000 on 
gummed labels. $12.00. Mailed Bi-Weekly. 
Walter M. H. Whetzal, 13 No. Vine, Wester- 
ville 1, Ohio. 


MAILING MACHINES AND SUPPLIES 


REBUILT ONE YEAR GUARANTEED 
ADDRESSOGRAPHS - SPEEDAUMATS - ELLIOTTS 
PLATES - FRAMES - TRAYS - CABINETS 
EMBOSSING ADDGPH & SPEED PLATES 
FOLDERS - SEALERS - PITNEY BOWES 
TYING MACHINES - LETTER OPENERS 
MAIL BAG RACKS - MAIL SORTING BINS 
MAILERS EQUIPMENT CO. 

40 W. 15th St., N.Y. 11 CH 3-3442 


SPEEDAUMAT ADDRESSERS 
AUTOMATIC GRAPHOTYPES 
ADDRESSOGRAPHS — GRAPHOTYPES 
CABINETS — TRAYS — FRAMES — PLATES 
MULTILITHS — MULTIGRAPHS — FOLDERS 
PITNEY BOWES—TYING MACHINES— 
OPENERS—ELLIOTTS—LETTER OPENERS 
ALL EQUIPMENT REBUILT AND GUARANTEED 
AMERICAN BUSINESS MACHINES, INC. 
573 BWAY, N.Y. 12, N.Y.— WO 6-4334 


OFFSET CUTOUTS 


DE LUXE CLIP BOOK NO. 1 contains 1000 
alphabetized promotional heading specimens 
for offset reproduction. Sales ideas galore, in 
various lettering styles. Many reverses. 40 
pages, 8x10'% in. Was $5.00, now only $4.00 
postpaid. 

A. A. ARCHBOLD, PUBLISHER 
419K S. Main St. Burbank, Calif. 


OFFSET NEGATIVES 


Make perfect offset ptg. negatives without 
camera, dk room, expensive equip. Save time 
& $$$. Free sample neg & information. Write: 
Beavers, Box 1084-L, Gardena, California. 


PRINTING 


OFFSET—1,000 8% x 11, $5.50, 5M/$17. 16-lb 
White or colored bond. Fast! 5,000 colored 
circulars, $39. Complete: Art. copy, layout, 
Ptg. PROMOTION-D6, 385 B’way, N.Y.C. 13. 


5M x 8%”, pg booklets each. 
Memo pads 8'c, Free Price Lists 
Copen Press, 105 Court Street, Bklyn, N.Y. 


SPEEDAUMAT ZINC PLATES 


New York’s biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $35.00 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 


NEED SKILLED GRAPHOTYPE OPERATORS? 


You can make 50% to 100% profit by using 
our Graphotype Dept. as your own. Beautiful 
embossing, fully punctuated, with less than 1% 
error. Pure Zinc Speedaumat plates. Prompt 
dependable delivery. Two shift service. 100% 
accuracy guaranteed. 

Cost — Speedaumat — $35.50 per M, Freight 
Prepaid (1,000 miles). Other plate prices on 
request — send details. 

ADVERTISERS ADDRESSING SYSTEM 
703 N. 16th St., St. Louis 3, Mo. 


SITUATION WANTED 


Desire job in mail order field. Ten years’ expe- 
rience with dir .t mail order operation. Order 
processing. List maintenance. Business analy- 
sis. Work schedules. Customer correspondence. 
Accounting background. Capable supervisor. 
Will be happy to send resume upon request. 
Box No. 73, The Reporter of Direct Mail Adver- 
tising. 
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HELP WANTED 


A NEW NATIONAL COMPANY IS LOOKING 
FOR SOMEONE TO HEAD THEIR DIRECT MAIL 
DEPARTMENT, SERVE ON THE SALES PROMO- 
TION COMMITTEE, AND HAVE AN UNLIMITED 
FUTURE. 


1) The person we're looking for can be a man 
or woman, must have an extensive back- 
ground in direct mail. This must include copy, 
production, selection of lists, evaluation, cod- 
ing and creative talents. Must have a proven 
successful history. Experience in service type 
mail order is helpful, but not necessary. Salary 
in five figures. Location, NYC. Write to Re- 
porter of Direct Mail Advertising, Box No. 74, 
for appointment, include resume. 


2) LARGE NATIONAL FIRM needs a top-flight 
copywriter. Must have minimum four years’ 
experience with direct mail copy. Ideal for 
bright young person. Can be man or woman. 
Future unlimited with this growing firm. Sal- 
ary in upper four figures. Location NYC. 
Write to Reporter of Direct Mail Advertising, 
Box No. 75, for appointment, include resume. 


Woman with some industrial list work experi- 
ence. Some knowledge of S. |. C. codes help- 
ful. Please furnish resume and salary require- 
ments. Box 71, The Reporter of Direct Mail 
Advertising. 


SITUATION WANTED 


DIRECT MAIL EXPERT—Adv. Manager, experi- 
enced all phases, Sales & Prod. Will relocate. 
Prefers West Coast. Box #76, The Reporter of 
Direct Mail Advertising. 


NAMES IN THE NEWS 


Who’s doing what in your organiza- 
tion? New job? New Promotion? In- 
dustry Awards? Or interesting per- 
sonal news on the human side? No 
matter what they’re doing, we'd like 
to include them in this monthly round- 
up of ... “Names In The News” 


WANTED 
Free Lance Mail Order Catalog and 
Direct Mail Layout Artist or Studio 


One of our clients is interested 
in the services of either a free 
lance artist or studio with ex 
perience im producing mail order 
catalogs and mail rder direct 
mail layouts, type specifications 
etc. to work with us on a fair 
but moderate fee basis in return 
for a regular flow of work. Write 
for interview to show samples 
Renee Kaplan 
WILLIAM STEINER ASSOCIATES, INC 
42 East 64th Street, New York 21, N. Y 
TEmpleton 8-1335 


for a young man.” 

“Yes.” said the young advertising 
man, “but since you were here I 
bought a $20,000 policy from another 
company.” 

“Why.” blurted out the agent, 
“didn't you buy it of me?” 

What a fine time the advertising 
man had then. He told the agent how 
useless he was as a life insurance 
salesman. “You made me fight for 
the insurance I did buy. You asked 
no questions about my ability to pay. 
You apparently had no faith in me 
or your product. You didn’t come 
around to find out if | had married. 
or what my obligations were. You did 
nothing to help me solve my problem. 
No wonder when I wanted $20,000 
I sent for another agent.” 

How many of us limit ourselves 
like that insurance agent? 
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JACK BARNES, former president of 
White, Berk & Barnes Advertising 
Agency, has been appointed Director of 
New Business for American Direct Mail 
Company, Inc. and its subsidiary com- 
pany Amdima Litho. Co., New York 
City .. . MARTIN J. BUTLER, adver- 
tising and sales promotion manager, The 
Diversey Corp., has been elected presi- 
dent of the Chicago Chapter of the 
National Industrial Advertisers Associ- 
ation. . . . ERIC CARLE, JR., de- 
signer in the Frolich Advertising 
Agency, New York, has been promoted 
to art director of their international af- 
filiate, Intercontinental Marketing Serv- 
ices . . . JOSEF W. CISAR and JAMES 
H. FULLER have announced the forma- 
tion of a new art agency, Cisar-Fuller 
Associates, 863 First Ave., New York 

. Cinderella International Corp., Kis- 
simmee, Fla., announces the new post of 
advertising and promotion manager will 
be filled by WILLIAM DEITENBECK 
who has served as Cinderella's publica- 
tions manager .. . THOMAS L. DEMP- 
SEY, general manager, announces change 
of name of Industry & Welding Maga- 
zine to Welding Design & Fabrication, 
effective with the July issue . . . MISS 
BONNIE DEWES, vice president, 
D'Arcy Advertising Co., St. Louis, was 
re-elected a vice president of the Adver- 
tising Federation of America and chair- 
man of the Council on Women’s Adver- 
tisag Clubs Beaumont, Heller & 
Sperling, Inc., advertising agency in 
Reading, Pa. has added STUART D. 
DISTELHORST to its staff as a member 
of the client service group . . . DENNIS 
W. DOWELL, formerly Field Director 
of the Bartholomew County Gerontologi- 
cal Research Project, has been appointed 
Research Director, George T. Petsche 
Advertising Agency, Washington, D. C. 
... ELIZABETH FRAZIER was named 
to the newly created post of controller of 
L. W. Frohlich and Company, New 
York . . . MAE A. GONZALES has 
been appointed executive director of the 
New York Division of Mel Richman, 
Inc., advertising art and photography or- 
ganization. PAUL GREEN- 
BERG, managing director, Stanfield, 
Johnson and Hill, Ltd., Montreal, Can- 


ada advertising agencies has been ap- 
pointed chairman of a Canadian liaison 
group which is making a comparative 
study of Canadian and U.S. regulations 
covering direct mail advertising . . . The 
New York Chapter of the Sales Promo- 
tion Executives Assn., Inc., 389 Fifth 
Ave., New York 16, N. Y., has an- 
nounced election of JOEL W. HAR- 
NETT, assistant to the publisher and 
director of promotion of Look Magazine, 
as president for the 1959-1960 term. 
PROFESSOR HARRY W. HEPNER, 
Syracuse University, has been elected 
national dean of the American Academy 
of Advertising for the coming year. . . 
A. R. JEFFREY, JR. has been named 
advertising and sales promotion director 
of Eureka Specialty Printing Co., Scran- 
ton, Pa... . KENNETH E. JOHNSON 
appointed sales promotion manager of 
lranso Envelope Co., Chicago 18, Il. 
... NED JOHNSON has been appointed 
publisher of Metalworking, Boston, Mass. 
a Cahners Business Publication 

WOODROW JOHNSON has been pro- 
moted to the new post of assistant direc- 
tor of public relations of Pitney-Bowes, 
Inc., Stamford, Conn. .. . L. U. KAISER, 
president of Premier Printing and Letter 
Service, Inc., Houston, Texas, has an- 
nounced the return of FRANK PARKER 
as sales manager of his firm. Mr. Parker 
began his career with Premier in 1937 

STEPHEN A. KIRBY, former as- 
sistant traffic manager of Montgomery 
Ward, has been elected executive vice 
president of the National Council on 
Business Mail, 20 North Wacker Drive, 
Chicago 6, III. THOMAS J. 
McELROY, promotion and advertising 
director of The Catholic Digest Maga- 
zine for the past eight years, has re- 
signed, effective June Sth. His plans are 
to act im an advisory capacity in both 
the Catholic and general magazine pub- 
lishing field . . . O. MORGAN forms 
sales and marketing consulting firm, 
known as Edw. O. Morgan Associates, 
with offices at 3723 Wilshire Blvd., Los 
Angeles, Calif. JOHN L. PAL- 
SHAW, advertising manager, has been 
appointed sales promotion manager for 
Edwards Company, Inc., Norwalk, Conn. 
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LISTINGS ONE PER ISSUE, $24.00 
PER YEAR. UNDER SPECIAL HEADINGS, 
$39.00 YEAR, 


ADDRESSING 
Creative Mailing Service, Inc........... 460 N. Main, Freeport, N. Y. (FR 8-4830) 


ADORESSING AND MAILING 


Maitimaster 160 Nordhoff Place, Englewood, N. J LO 


ADDRESSING PLATES AND EQUIPMENT 


The Pengad Companies Pengad Building, Bayonne, New Jersey ULE 6-5620 


ADDRESSING — TRADE 
Beimar Typing Service 01-71 St.. Richmond Hill 18, N. Vi 6-5322) 
Typir Ser Fitth Avenue, N. Y N. ¥ MI 


ADVERTISING ART 


A. A. Are i, Publisher i119 South Ma Street, Burvank, Calif. (TH 2 13) 
Idea Art ovenne ..90T Fifth Avenue, New York 16, New York (MU 6-7270) 


ADVERTISING SPECIALTIES 


Fiexso lettering Co., In 905 Bast 46th Street, New York 17. N. Y PL 3.4043) 
(iries Reproducer Corp 125 Beechwood Ave., New Koc thelle, N.Y. (NE 3-8600) 


AUTOMATIC TYPEWRITING 
Carlson Automatic Typewriting Service. 3744 N. Clark St., Chicago 13, IM, (BA 7-5196) 


BOOKS 
Reporter of Direct Mail eee 224 7th, Garden City, N. ¥ 
Dogs That Climb Trees 2 
Giet The Right Stari in Direet Advertising l 
How To Think About Direct Mali 
liow To Think About Letters 


Hiow To Think About Readership of lirect Mail 1.00 
Direct Mail Solves Management l’roblems 1.00 
How To Think About Showmanship in 'hireet Mall 1.00 
Hew To Think About Mall Order 1.00 
How To Think About Production and Mailing 1.00 
How To Think About Industrial Direct Mail 3.00 
BUSINESS FORMS 
Alfred Allen Wa ‘ Tre Allw iP. O., Clifton, N. J 
COLLECTIONS 
Arrow Service 9 Yates Street, Schenectady 5, New York 
COPYWRITERS (Free Lance) 
Orville BE Reed 106 N. State St Howell, Mich. (Tel: 65 


COOPERATIVE MAILINGS 


The Roskam Company P.O. Box 855, Kansas City 41, Missouri (TA 2-1881 


DIRECT MAIL AGENCIES 


601 Madison Ave., N. Y. 22. N. ¥. (PL 1-0312) 
610 Newbury Street. Boston 15. Mass 
64 F. Jackson Bivd.. Chi. 4, Ill. (HA 7-9187) 
The Buckley Organization Phila. National Bank Bidg.. Phila. 7. Pa 
Direct Mall Services 17 5 testte a. N Atlanta 3, Ga. (JA 3-3398) 
Rert Garmise Associates, Inc %) East 46th St.. New York 17, N. Y. (¥U 6-8090) 
General Office Service, Inc 
1955 New York Avenue, N_E., Washington, D.C. (LA 9-1727) 
Harrison Service Inc 210 Fast 50th Street, New York 22, N. Y¥. (PL 1-2820) 
Hickey-Murphy Div. of James Gray, Inc 
"18 45th St.. N. ¥. 17, N. ¥. (MT 2-9000) 
Inher Lord & Co ..171 Newbury Street. Boston 16. Mase. (CO 7-1020) 
MeVicker & Higginbotham, Inc 11 West 42nd St., New York 36, N ar OX 5.4082 


Abrend Associates, Inc 
American Mall Advertising, Inc. 
Leo P. Rott Jr 


R. L. Polk & CO... 431 Howard Street. Detroit 31. Mich (WO 1-947) 
Reply-O-Latter. 7 Central Park W., N. Y. 23, N. (CI 5-8118) 


y-O-Letter.. ..664 No. Michigan Ave., Chicago 11, Ili 
Keply -O- Letter. . -10 Post Office Square, Buston 9, Mass 
ly-O- Letter... 750 BE. 28rd St., Cleveland 1, Ohio 


Dexter Bivd., Detroit 32, Mich. 
2515 Mail-Well Drive, Portiand 2, Ore. 
.1485 Bay Shore Bivd., San Francisco, Calif. 


Reply -O- Letter. . .-Inner Court, 33 Scott St., Toronto 1, Canada 
Reply -O-Laetier.... Queen Street, Brisbane, Australia (B2411) 
Kichardson-Shaw Inc MeNichols Kd., Detroit 35, Mich. (BR 3 A 


° 216 W. Jackson Biva., Chicago, Ill. (RA 6- 
eale St., San Francisco, Calif. (SU 1-664) 
Michigan, Chicago 11, IL (WH 3-0608) 


The Kylander Co...... re ee 
The Smith Company.... 
Tallman, Smith & Assoc 


DIRECT MAIL EQUIPMENT 


OH. Bu 7665 S. Vincennes Ave., Chicago 20, LIL (HU 38-4455) 
Cheshire Mailing Machines, Inc. . - 1646 No. Honore Street Chicago 32. Illinois 
Davidson Corpe “29° it nm Street, Br O30 
Felins Tying Machine Co... 335 N. 35th St.. Milwaukee 16, Wis. (Hl 5-7131) 
Friden Calculating Machine ‘Co, Inc. . 2350 Washington Avenue, San Leandro, Calif 
National Bundle Tyer Company.............+.++. .-Blisstield, Michigan 4 
Pitnep-Bewes, .. Stamford, Conn. (FI 8- 
Seriptematic, Ime... 310 N. 1th St. Phils. 7, Pa. (WA 
Thomas Collators, Inc...... Church Street, N. Y. 7, N 
Chauncey Wing's Sons........ ..78 Pierce Street, Greenfield, Mass 


ELLIOTT STENCIL CUTTING 


Allee Musiness Service, Inc., 32 * 33rd St., Long Island City 6, N. ¥. (AS 8-43 
Creative Mailing Service : 460 N. Main St., Freeport, N. Y. R 8-483 
Elliott Addressing Machine €o....117 Leonard St., New York 13, N. ¥. (WA 5-13 


ENVELOPES 


The American Paper Products Co. 

Envelope Terrace, Southern Bivd. at McClurg Rd., Youngstown, Ohio (SK 8-4545 
Atlanta Envelope Co.. .P. 0. Box 1267, Atients 1, Ga. (TR 6-3686) 
Berlin & Jones Company. 601 W. 26th St 1 (WA 4400) 
The Boston Envelope Co. eaten .397 High St ” By Mass. (FA! 
Samuel Cupples Co. Furman St., Brooklyn 2, N. (TR 5 
Cupples-Hesse Corp 3 Keosauqua Way, Des Moines 14, Iowa (AT 8 
Cupples-Hesse Corp 3633 Michigan Ave., Detroit 16, Mich. (TA 6-7 
Cupples-Hesse Corp.... 75 N ‘Kings ighway. St. Louis 15, Mo. (EV 3 
Curtis 1000 Ine $0 Vanderbilt Ave., W. Hartford 10, Conn. (JA 


Detroit Tullar Entelope .2139 Howard St Mich. (TA 5-2700 
Garden City Envelope Co... .3001 Rockwell St 18. Mi. (CO 77-3600) 
The Gray Envelope Mfg. Co 55 33rd St.. N._ Y. (ST 8-2900) 
Hero Envelope Co.......... 4500 Cortland St., Chi. 39, Ill. (CA 717-2400) 
Rochester Envelove Co (72 Clarissa St., Rochester 14, N. Y. (HA 6-2404) 
The Standard Fnvelope Co... 1600 E. 30th St., Cleveland 14, 0. (PR 1-3960) 


Tension Envelope Corporation 
New York, St. Louis. Minneapolis, Des Moines. Kansas City, Fort Worth 

Transo Envelope 3542 N. Kimball Ave.. Chicago 18. Til (TR 
Plants in New York, Chicago, Los Angeles—Offices in All Princip 
Thrited States Envelope Co... 2, Mass 


Mnited States Enrelone Co.. 217 Broadway on 
Wolf Detroit Envelope Co 14700 Dexter Bea Detroit 32, Mich. (pt i 9991) 


ENVELOPE SPECIALTIES 


Vanderbilt Ave.. W. Hartford 10. Conn. (JA 2-1221) 
Garden City Envelope Co... 3001 N. Rockwell St.. Chi. 18. Til. (CO 17-3800) 
Heco Envelope Co ...4500 Cortland St.. Chi. 39, Til. (CA 71-2400) 
Tension Envelone Corps ration ‘19th & Campbell Sts.. Kansas City 8. Mo. (HA 1-099) 
The Sawdon Company Inc......480 Lexington Ave.. New York 17. N. Y. (PT 5-2516) 
The Wolf Frnvelope Co............ 1749-81 FE. 22nd St., Cleveland 1, 0. (PR 1-8470) 


Curtis 1900 Ine 


FOREIGN MAILINGS 


DeMutater MV eee Willemsparkweg 112, Amsterdam. Holland 
Dillon-Agnew Associates New York Amsterdam, Yaris 

10 East 49th Street, New York 17, N. ¥ PL 2-170 
F. Sandberg, Direct Mail Raadhusgt. 8, Oslo, Norway 


INSERTING SERVICE — AUTOMATIC MACHINE 


Bonded- Nationwide. .............++. 753 4th Ave.. Brooklyn $32. N. Y. (SO 8-4819) 
Cirenlation Associates. . , 1745 Broadway, New York, N. Y. (JU 6-3530) 


Creative Mailing Service 480 North Main St.. Freeport. N. Y¥. (FR 8-4830) 
bd A Flectronic Mailers 918 N. 4th Street, Milwaukee 2, Wisconsin (BR 3-7852) 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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Mailmasters, Inc. me 460 Rais Place, Englewoo’, N. J. (LO 7-4811) 
Mailings Incorporated 55 West 13th St, New York 11, N. ¥. (WA 9-5188) 
The Roskam Company P.O. Box 855, Kansas City 41, Missouri (TA 2-1881) 


LABEL PASTERS 


Potdevin Machine Co. 281 North St., Teterboro, N. J. (HA 8-141) 


LABELS 
385 Gerard Ave., New York 51, ¥. (MO 5-1818) 
amingham, (TR 3-3511) 


Allen Hollanger to., 
10 East 49th St., New York 17, N.¥. (PL 1-3040) 


Dennison Mfg 


LETTER GADGETS 
Hewig Co. 45 W. 45th St, N. Y¥. 36, Y. (JU 2-2186) 
Robert Straub & Co.. ..542 South Dearborn St., Chicago 5. ‘ne (WA 2-1881) 


LETTERHEADS 


Marshall Press, Inc 812 Greenwich Street, New York 14, N. Y. (CH 3-6665) 


MAIL ADVERTISING SERVICES (Lettershops) 
BOSTON. 


278 Roxbury Street (19) 


BROOKLYN 

Valco Reproduction & Mailing Service, Inc 
715 Ave. Z, Bklyn. 35, N. Y¥. (SH 3-5: 
CLEVELAND 

Robert Silverman, Inc sense , 1270 Ontario Street (13) (CH 1-6575) 


DETROIT 

Advertising Distributors of America, 4444 Cass Ave. (1) (TE 3-0500) 

sates Letter Service 2930 Jefferson East, (7) (LO 7-9535) 
L. Polk & Co... - 431 Howard St. (31) (WO 1-9470) 


HOUSTO 
Premier Printing & Letter Serr......ccccoccccces 620 Texas Ave., (2) (CA 7-4145) 
LOS ANGELES 
Krupp’s Adv. Mailing Serv... .2390 W. Pico Bivd. (6) (DU 5-5421) 
The Mailing House 019 N. Madisen Av venue, Los Angeles 29, Calif. (NO 5-4271) 
MARION, OHIO 
Fulfillment Corp. of America 
MIAMI, FLORIDA 
Ace letter Service Co............. : 3 N.E, lst Avenue 
NEW YORK CITY 
Advertisers Mailing Service, Inc..45 West 18th St., New York, N. Y. 
Ambassador | 
Chase Direct ‘13 
Circulation Associates -.1745 Broadway, 
Mailings Incorporated 
Mary Ellen Clancy Company.....250 Park Avenue, New York 17, N. Y¥ 
The St. John Assoc. Inc ° Wy 45th St, (36) 
PHILADELPHIA 
Woodington Mail Advertising 1304 Arch St., (7) (RI 6-1840) 
Zip-Opener Corp., Div elly Or -..--1010 Arch St., (7) (MA 17-8133) 

Advertisers Associates Inc -.-.1627 Penn Ave., (22) (AT 1-6144) 
ROCHESTER, NEW YORK 
Ayer & Streb ° ° .-15 South Avenue (BA 5-6340) 
SAN FRANCISCO 
The Letter Shop..... 7 Beale St. (SU 1-6564) 
WESTFIELD, NEW JERSEY 
Union County Printing & Mailing S« 


381 W. Center 


vice 
North Avenue, Westfield, N. J. (AD 2-8393 


MAILING LISTS — BROKERS 
Archer-Bennett List Service, Inc 140 W. 55th St., N. ¥. 19, N. 
George Uryant & Staff. 71 Grand Avenue, Englewood, N. 
George Bryant 215 W. 7 
The Coolidge Co 
Dependable Mailing Lists Inc 
Walter Drey 
Drey, Inc 
i160 Engle Englewood, 
25 Wes th New Yo 
Willa Maddern, Inc 215 4th Ave., N § 
Mosely Mail Order List S 38 Newbury St., Boston. 16, Mass. (CO 6 3380) 
Unlimited, Inc 352 Fourth Avenue, New York 10, N . (MU 6-2454) 
Natwick Co 36 W. 52 s et. New York 19, N (CO 5-8616) 
Places . ° ¥ / . New York 3 (GR 7-3774) 
t 19 i t New Y ¥. (MU 7-4158 
Associates 42 Main St., 1g (OR 7-1300) 
ompany P.O. Box 855, Kansas City sso (TA 2-1881) 
Sanford Evans & Co., Ltd., 156 Lombard Ar 2. (WH 2-2151) 
William Stroh. J 568-570 54th St.. West New York, N (TUN 4-4800) 
James E. True Associates 119 Fourth Avenue, New York, N. Y. (MU 9-0050) 


MAILING LISTS — BY SUBJECT 
FOR LIST SOURCE. COMPARE NAME IN PARENTHESIS WITH LISTING 
BELOW OR COMPILERS & OWNERS 
RUSINESS, PROFESSIONAL LISTS (ED BURNETT COMPANY) 
Direct Mail Wesers..... 18,500 (Reporter of DM) 
Financial Tists E-Z% Addressing Service 
Fund Raising ‘ es (Wm. M. Proft Associates) 
Pet Shops, 6000 Pet supply jobbers 221;....Cat breeders, 7000 (All Pets) 


MAILING LISTS — COMPILERS & OWNERS 
Albert fling Lists... .120 Liberty St., N. ¥ 
Allison Mailing List Corp 806 Lexing ave.. N. ¥. 31. N. ¥ 
All-Pets Magazine, Inc 74 Darling ce, Fond du Lac, Wis 
A a Service...613 Willow Street, Port Huron, Mich 
13, N. 


Boyd's City Dispeich, Inc. .220 E. N. ¥. 10, N. 

Buckley - Dement 555 ac Blvd., Chicago 6 

Ed Burnett Company .513 Sixth ‘Avenee, N. ¥. 11, 
-460 N_ Main St., Freeport. Y. 

Directory of Assns. Gale ‘Research Co. 3316 Book Tower, Detroit 26, Mich. 

Walter Drey, Inc..... N Michigan Ave., In 

Walter Drev. Inc es 57 4th Ave.. N. 

Dunhill International List Co., ‘aa Fourth Ave., N 

F—Z Addressing 83 Washington st... N 

Fritz 8S. Hofheimer.... 28 E. 22nd St, 

Industrial List Bureau. ee es 

Mailing List Compilation Rureau. 570 FE 18th ‘st . Brooklyn 74. N, Y. 

Mannower, Inc Home Office—829 N. Plankinton, ee 3 Wisconsin 

140 Offices in Major Cities ..See Yellow Pages for Local Phone Numbers 


Market Compilation Bur....10561 Chandler Bivd., N. Hollywood, Cal, (ST 7-5384) 
National Birth Record Company..16 West 10th Street, N. Y, 11, N. ¥. (OR 5-5760) 
National Business Lists Associates 349 — Fulvon Street, Chicago 6, Lilinois 
Occupant Mailing Lists of America North 4th Street, Columbus, Ohio 
Official Catholic Directory Barcisy St. N. ¥. & N. ¥. 7-290) 
Palmer Lists 2 Grand Concourse, N. Y. 58, N. Y. 
Howard Street, Detroit 31, Michigan 
44 Honeck St., Englewood, N. J. 
42 Main N.J. 
ir Bivd., N. Hollyweod, Calif. 
of Direct Mail 7th St., Garden City, N. ¥ 
Research Projects, Inc... ... Fourth New York, Y 
The Speed Address Co.. 01 42nd St., Long Island City 4, N. 
William Stroh, Jr.. 568-570 54th St., West Kew 
Zeller and Letica, inc 15 East 26th St., N. ¥. 


MAIL ORDER CONSULTANT 
Herbert L. Kellner & Associates...131 8. Wabash Ave., Chicago 3, IIL. 


MANUFACTURERS—ADDRESSING MACHINES & ACCESSORIES 
Pollard-Alling Mfg Co............ 220 W. 19th St, N. ¥. 11, N. ¥. (CH 38-0682) 


MULTIGRAPH SUPPLIES 


Chicago Ink Ribbon Co. 19 8S. Wells Street, Chicago 6, UL (ST 2-7800) 


OCCUPANT MAILING LISTS—LOCAL & NATIONAL 
Advertising Distributors of America, Inc. 
4444 Cass Ave., Detroit 1. Michigan (TE 3-0500) 
Occupant Mailing Lists of America 139 North 4th Street Columbus, Ohio 


MANUFACTURERS 

....1608 Lake Street, Kalamazoo, Michigan 
Appleton Coated Paper Co. N. Meade St., Appieton, Wis. 
Bergstrom Paper Company 
Curtis Paper Company ewark, Delaware (EN 8 
astern Corporation oe oe . Bangor, Maine (Tel; 8221) 
Fletcher Paper Company... 20 North Wacker Drive, Chicago 6, Jlinois 
Fraser Paper Limited Leningven Ave, N. ¥. 17, N. ¥. 
Hammermill Paper Co..... Erie, Pa. 
Howard Paper Mills, 115 Columbia St, Dayton Ohio 
International Paper Co Tens 20 E. 42nd St., N. ¥. 17, N. (MU 2-7500) 
Kimberly-Clark Corporation Neenah, Wisconsin (PA 2-3311) 
Mead Papers, Inc eal .118 "West First Street, Dayton 2, Ohio 
Mohawk Paper Company. * 
Nekoosa-Edwards Paper Co , Port. Edwards, Wis. (Te 111) 
New York & Pennsylvania Co...230 Park Avenue, New York 17, } fr. (PL 1 4258) 
Peninsular Paper Co.... Ypsilanti, 2500 
Rex Paper Co. occee Kalamazoo, Mich 
Kising Paper Co eee Housatonic, M 
The Sore Paper ( ompany 30064642 Midk 
8. D. Warren Company Street, Boston 1, Massachusetts 


Allied Paper Mills 


PHOTO ENGRAVERS 
Horan Engraving Co., Inc..........44 W. 28tun St., New York 1, N. ¥. (MU 9-8585) 


POST CARDS 


CURTEICHCOLOR 3-D by Curt Teich & Co., Ir 
1733 W. Irving Park toad, Chicago 13, Iilinols (BU 1-0606) 


PRINTERS — LETTERPRESS & LITHOGRAPHY 

Black Oak Press 325 Durbin Street, Black Oak, Gary, Indiana 

Colorton 2412 17th Street N.W ‘ 
Printers Paradise, Pa 7-3200) 


PRINTING EQUIPMENT 


B. Verner & Co, Inc 52 Duane Street, New York 7, N. Y. (BA 17-1466) 


PRINTING-OF FSET LITHOGRAPHY 
Goes Lithe oaraphing Company . 12 West 61st Street, Chicago 21, TT 
Web Color Process Corporation 131 Varick St.,. New York, N. Y¥. (OR 5-2213 


SALES AND MERCHANDISING CONSULTANT 
Ralph T. Curtis 903 E. Powell Avenue, Evansville 13, Ind. (HA 2 


STENCIL CUTTING AND LIST MAINTENANCE 
1745 Broadway, New. York, N. Y. (Jt 3530) 
9.4668) 


Circulation Associates 
149 Broadway, New York 6, N. Y. (D 


Clear Cut Duplicating Co.. 


SUBSCRIPTION FULFILLMENT SERVICE 
Circulation Associates 1745 Broadway, New. York, N. Y. (JU 6 
Globe Fulfillment Corporation 148 W. 23rd St., N. ¥. 11, N. ¥. (OR 5- 


HOUSE MAGAZINES 


The William Feather 9900 Clinton Rd., Fjevels 
ine 


19. O. (AT 1-4122) 
The Henry F ey ° Publications. The House of Suns (296) 


ASSOCIATIONS 
Association of First Class all 211 Wyatt memane, ow 5 
Associated Third Class Mai! cag 1406 G St.. NW 
Direct Mail Advertising Assn 3 EB. 57th § 


MASA International 18120 Couzens, etre 
Parcel Post As sociation. . 13 Woodward Building. Washington 
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TYPOGRAPHERS 
Rapid Typographers, Inc 305 East 46th Street, N.Y. 17, N.Y. (MU 
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K ISSUE DEPARTMENT 


£ GET so many calls for back issues, we decided to make a general offer of what 
is still available. The following titles are articles explaining and illustrating 


outstanding direct mail case histories and philosophies of leading direct mail cre- 
ators. 


Minimum order — 4 copies, at 50¢ per copy. Cash with order, please. 


| September, 1955 | July, 1957 May, 1958 August, 1958 


Changing 7442y Direct Mail used by Albany Products 
E. Garvi to sell Nuts and Bolts 
Selling Cantaloupes by Mail Order—Frank 
Mail Order Revolution and Direct Mall gon your Prospects into a Profitable Busi Why Is Direct Mail A Defensive Media Schultz 
4. J, Cullinan 7 ness—Alfred J. Fava Dr Sidney J. Levy How Pittsburgh Corning Glamorized Glass 
Little Golden Lists Lawrence G \ Motivation Study of Doctor's Mail—Harry Stone-Tarlow's Research Uncovers Untapped Blocks—Robert E. Buckley 
Soforenko, M.D). and Ernest Dichter, Ph.D Shoe Market Coordinated Fashion Campaign Helps Retail 
_ whe ry Approach to Direct Mail qe Area in Between—Ferd Nauheim Big Inserts Converted to Self-Mailing Cata Dealers — Curtains and Drapes—Wil- 
rhest Dichter . 
How to Reach Your New Mail Order Mar logs 
‘ Male otters ke Part 2—Arthur Dembner ut More Selling Power Into Your Direct 
A Direct Mail Promotion Which Won't Stop Mail Copy—Ralph T. Curtis 


Working October, 1958 
September, 1956 How Violins Were Turned into 
“iddles 
Need for Creative Talent—Leonard | September, 1957 = June, 1958 How to Create More Effective Seities Apore 


from Readership Studies—Robert 
Direct Mail Suffer from Mail Or ets Upgrade the Direct Mail Man—J How 
N. Mayer, Jr Travis Lawrence G. Chait Success in Fruitcake 
What's Keeping that Damn Pigeo Francis What's Wrong with List Testing oye Hiow Our First Direct Mail Experience Sold (jo, Chip Self Mailers Sell Paint 
Morgan ts on a Continuing Campaign—Charles N 
This Kind of Improvement Won't Cost You a A Mail Order Test ¢ P Tests Jones 


Cent—Jotn York William A. Doppler w Direct Mail Helps Win Political Ele — 
Whither Are We Ter Jerrie Rosenberg Is Direct tien Campaigns—Arthur L. Cone, Jr November, 1958 


People Like in a Letter—Jack Carr Hk “ Rome Cable puts Advertising and Sales Six Points on Meeting Today's 
rometion at the Center of the Marketing 
Immaterial Jack Carr Program—Paul Nelson, Jt Kequirements— harles 


to Fiddle While the Consumer Burns 
frews 


ling 

st ert ses ; 

len Leonard yimond — Advertiser wu Gimmicks Sue Oregon Brewery uses Direct Mail to Nation 

‘ lly Promote State 
‘“stman Sells Paint Mail 
af atalog Sparked a Year's Campaign \ lean Sales Sweep—by Mail—Claude J licit el s Must Sell—Milton Riback 
Gardner 

Direct Mail—P fartir Offer to Twenty Millior 

Build Huge Dealer 


Direct Mail Meets the Challenge of Competi 
John Dear 


elope t of a 
Fintehed Jot 
The nele Lense—Douglas 
Mahoney — 
Mail ‘ New Per re \ he Direct it to Bigger July, 1958 ge 
irewt at at reate ev t 
for a Busine erwin Harris Harrison 


Mailing Piece 
Robert B. Clark, Jr 
K ee ‘ i Talon and 

Service Station Mail 


Rambler Dealers Use Direct Mail 


"Cleaning December, 1958 
October, 1957 me ters 


itor—a Contemporary of 8 vitch to Post Card Simpli 


ch 
ni Membership and Lower 


Bag-Camp Campaign Tops Show 
January, 1957 manship tech Upped Response 40% with- pee Pacts Publi 
! eeks 
= (irowth of Insurance Direct Mail Planned Advert 
Warner Filter Sales 


nedy in Mail Order—Dud 


i 


January, 1958 he Reporter of Direct Mail Advertising 


March, 1957 24 Seventh St., Garden City, L. N. 
Mel Rubin 
ide Story of a Newslet os Me ly Fomt Ad ers Spa t Here’s my remittance for $.... “a Foreign Postage: Add 25c 


Please rush the back copies which fer cath let of 4 
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CONTROVERSY seems to creep into these pages more 
often than intended. Nearly every month some people 
resent some particular item. But, as Harry Higdon re- 
cently cracked in his famous “Phoenix Flame” . . 
“Whenever you find a writer who trys to please every- 
body, you will find one who pleases nobody.” 

We'd like to make a couple points clear. The Reporter 
is not a news magazine. It is mostly an interpretive 
magazine. We try to interpret what’s going on in a 
field with many different problems and conflicting view- 
points. We are not a public platform more like a 
big family, all interested in direct mail as a medium, 
but with different ideas about how it should be inter- 
peted. We are bound to step on tender toes once in a 
while. 

I dislike to bring it up again . . . but we’ve been hauled 
over the coals recently by several friends in the social 
service field, who resent our mention of the low third 
class rates for non-profit organizations. They also believe 
we should not talk about those who misuse their “exempt” 
privilege as it might cast doubts on the worthy. We've 
been told that the Congress exempted non-profit organ- 
izations from the postage rate increases because of “their 
great public service.” ete. 

Let’s get the record straight once and for all. Things in 
Washington are not always settled by sound logie but 
are resolved by political expediency. When the postal rate 
battle started several years back, the unions, veterans 
and religious organizations fought against rate increases. 
To get these powerful lobbies off their backs, “political 
expediency” suggested exempting the non-profit organ- 
izations from the increase. That stopped the lobbies. So 
the first increase went through giving commercial 
mailers a 1!5¢ minimum third class bulk rate, while 
the non-profit mailings continued at l¢. Last year the 
second increase went through, giving commercial mailers 
a 2¢ minimum rate, while the non-profit mailers con- 
tinued to get the same old lé minimum per piece rate 
(Exempt from increase ). 

Ever since the “exemption” idea first started, this 
reporter has been opposed to it. So were a lot of sound 
thinkers among the working staff of the Post Office. We 
considered it morally and economically unsound to have 
two different classes of users within the same class of 
mail. Why should the Post Office deliver a piece of union, 
veteran, church, charity or association mail for 1¢é, when 
a similar-in-shape-and-weight piece mailed by a com- 
mercial organization would cost l4o¢ and now 2¢? It 
doesn’t make sense. We predicted it would be hard to 
administer and that there would be abuses. There have 
been abuses . . . and we have mentioned them. One outfit 
was closed up tight by a fraud order for running an 
outright mail order business under the guise of a phony 
religious setup. Others are under investigation for selling 
merchandise or training courses under the guise of 
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charities or so-called institutes. 

It's a mess and it can’t be made better by keeping 
silent about it. | don’t want to squabble with my charity 
and religious group friends. They know my position . . . 
that the whole idea is morally wrong. I just urge them 
to be careful with their exemption. The rest of us will 
have to live with it. Congress went along with the exemp- 
tion idea for non-profit organizations for political ex- 
pediency. Now, all we ask is that the subsidy or difference 
between the non-profit and commercial rate be declared 
a public service item in the Post Office budget, so that 
the commercial users are not required to pay for the low 
cost mailings of the unions, veterans, churches, charities 
and others entitled to the exemption. 


ALTHOUGH I DIDN’T get to go to the Adveriising Feder- 
ation of America convention in Minneapolis . .. enjoyed it through 
the eyes, ears and reports of Henry Jr. who stopped there on his 
way to the National Industrial Advertisers Assn. convention in San 
Francisco, Read all the speeches. Some were good . . . others awful. 
Why do some advertising big-shots think their speeches must be 
l-o-n-g in order to be good? The best two speeches of entire four 
days were made by members of the fair sex .. . Bea Adams, vp of 
Gardner Advertising, St. Louis, who wowed them with her “Sur- 
prise Me” and Jean Rindalub, vp of Batten, Barton, Durstine & 
Osborn, New York, who wowed ‘em too with her clever analysis of 
“Main Street.” Suggestion for AFA President Jim Proud: How 
about appointing an all-female program committee for next year; 
give them free hand to liven things up and cut down the bunk. 
Incidentally, we think AFA is moving in the right direction by 
the announcement thai not later than September 1959 a fulltime 
staff and office will be established in Washington, D. C. as a prel- 
ude to the move of the Federation’s headquarters from New York 
to Washington on or prior to September 1, 1960, A logical head- 
quarters spot. 


MOST OF YOU have probably seen newspaper or mag- 
azine stories about “The Spread of Smut in the Mails.” 
Practically every paper in the country has run a feature 
about it. Some of our friends have been worried about 
the situation because “direct mail” has been tied in with 
the agitation in the minds of the public: they have 
suggested that the DMAA or the Business Mail Founda- 
tion should issue strong statements disavowing any con- 
nection between the smut peddlers and legitimate direct 
mail producers and users. I don’t believe there is any 
need to get alarmed over the current publicity about 
smut in the mail. We are all agin it and should be pleased 
that the Post Office intends to clean up the mess. 
Nationwide coverage of stories like this do not just 
happen. They are deliberately planned. Up until August 
1958 the Post Office was often reluctant to prosecute 
pornographic peddlers because the courts had held that 
prosecution must be instigated at point of mailing rather 
than at point of receipt. Since most operators were head- 
quartered in Los Angeles or New York . . . it was prac- 
tically impossible to get criminal convictions (sad to say). 
But last August, Congress enacted a law making is pos- 
sible to prosecute promoters of obscenity at point of de- 
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livery of mail. Soon thereafter, the Post Office started test 
suits at spots far removed from promotion headquarters. 
Secured convictions. Tough sentences have been upheld. 
Other indictments are in the works. 

With convictions and indictments under their belts, the 
postal inspectors were then ready for a national crackdown 
on the promoters. The stories in newspapers and magazines 
were all part of the plan of attack. PMG Summerfield 
called a press conference in Washington at which he ex- 
hibited to shocked reporters the worst examples of the smut 
going through the mail (especially to children). Former 
Assistant PMG Norman Abrams was pulled out of retire- 
ment and has been named as Special Assistant PMG in 
charge of the campaign against smut peddlers. Mr. Summer- 
field and other officials have been making speeches about 
the situation to women’s clubs. The Post Office is keeping 
editors well supplied with releases describing what is being 
done. 

All of us should shout “hurrah” now that we are 
getting action on something that has been a headache to 
direct mail people for many years. I don’t believe the pub- 
lie will for long associate the smut peddlers with legitimate 
direct mail interests. All of us should take pains to care- 
fully explain the situation whenever the subject pops up. 


THERE IS ONE DANGER about this (above) which should 
net be overlooked. We should all be against outright obscenity In 
the mail. No use trying to describe “outright obscenity.” You'd 
know what it is . if you saw the examples. But we should be 
wary of unbridled censorship. The Post Office has been guilty of 
this at times and was knocked down by the courts. We don’t want 
too much censorship. For example, someone in the Post Office De 
partment should have their head examined for prohibiting adver- 
tisements for “The Naked Maja” movie, to go through the mail 
either in magazines or on postal cards. On account of the publi- 
cized fuss, we went to see the Ava Gardner epic and it was a 
dreary bore. The Goya nude has appeared in millions of copies of 
Life magazine and on Spanish postage stamps. The nude itself is 
rather dull art. There’s nothing pornographic about it. And in the 
film, there isn’t anything undressed except a long angle shot of the 
nude hanging on a palace wall. And now the Post Office is making 
headlines about the seizure and holding of a shipment of “Lady 
Chatterley’s Lover.” There should be more serious things to worry 
about 

Censorship is dangerous. Right now self-appointed crusaders are 
making asses of themselves. Southern crackpot segregation poli- 
ticians foreed Alabama libraries to take “The Rabbits’ Wedding” 
off the open shelves because a black rabbit married a white rabbit 
... ina book for children aged 3 to 5. A crackpot Florida censor 
tried to get the legislature to bar the nursery book, “The Three 
Little Pigs, because illustrations show a black pig, a white one and 
a speckled pig playing together. Legislature sidestepped that hot 
potato as they did a proposal to make it a criminal offense for a 
white teacher to instruct a colored child and vice versa. Unre- 
strained censorship is dangerous. We should applaud the Post Office 
efforts to get rid of outright obscenity in the mail... but at the 
same time we must be alert to the dangers of too much censorship 
as a result of fanatical and prudish beliefs. 


DESERTED THE FRONT PORCH for a couple of days 
in June to visit Winter Park . . . and attend the first 
direct mail workshop of the Florida Express Fruit Ship- 
pers Assn. Pve spoken before a number of their annual 
conventions . . . know their problems so I was glad 
to help secretary Bill Stubbs and chairman Bob James 
(Jackson Groves) arrange the program. It was a wonderful 
experiment. Staged in the beautiful Langford Hotel. A 
hundred shippers signed up in advance for a $15 fee. 
DMAA president Bob DeLay came down from New York 
to start the day and did his usual smooth job. Next came 
Max Sackheim, who laid down his famous do’s and don’t’s 
for mail order success. Orville Reed from Howell. Mich. 
finished off the morning with critical and caustic, but 


friendly, analyses and rewrites of fruit sellers’ direct mail. 
I watched the attentive audience and for a time they surely 
looked discouraged with their own efforts. But all three 
speakers backed up my criticisms of past years without any 
advance coaching. Too much conformity; lack of contin- 
uity; poor selling construction. I spoke briefly at the speak- 
erless luncheon. 

In the afternoon . . . the crowd broke up into four 
groups. Max, Orville and Bob each took on separate tables 
for planning, testing, copy, ete. At fourth table, Sig Guth- 
man and Walter Moore of Atlanta Envelope Co., assisted 
at times by Sallie Sackheim, answered questions about 
production, lists, mailing, postal rules and regulations, etc. 
I've never seen such an eager-beaver, attentive crowd. All 
in the same line of business: all with similar problems. 
First time, I believe, such a grass-roots workshop has been 
held with a single industry group. The main actors were 
hoarse by the end of the day. It was sorta like a miniature 
convention with many of us sitting around chewing the 
fat until late at night. We think the fruit shippers workshop 
turned out fine. So thought all the participants. There 
should be more of these one-industry work sessions. Cannot 
get the same results at a national convention with all the 
usual hullabaloo. 

One hint if you try to plan one: Charge a large enough 
registration price so you can afford to pay “teachers ~ 
expenses and reasonable fees. Personally, we got a big kick 
out of the theme used by Orville Reed. The quote: “Last 
year over a million quarter-inch drills were sold, not be- 
cause people wanted quarter-inch drills, but because they 
wanted quarter-inch holes.” You can imagine what Orville 
did in applying that to selling citrus products. 


MANY YEARS AGO, John Howie Wright of Postage 
and The Mailbag (my old boss) preached constantly, 
“Every letter must be answered the day it is received.” 
When P&M was discontinued and The Reporter was started, 
we continued to preach the same doctrine. Tried to live it, 
too. Many mail order companies still follow the rule. But 
other parts of the business world are slipping . includ- 
ing this reporter. The pace today is just too fast. even 
though you are operating in a Florida office. It is just 
physically impossible to keep up with the daily mail. in 
between writing articles, going to meetings, talking to 
visitors and reading what has to be read. So if vou 
happen to be one who has written us lately and have not 
been answered. please bear with us. We appreciate all let- 
ters, read them all carefully. Most of the ideas in the letters 
find their way eventually into items in the magazine. Keep 
your letters coming. 


Good luck always, 


3 Bluff View Drive 
Clearwater. Florida 


Telephone: JUniper 4-3848 
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A PRINTER’S KIND OF 
WITH A CUSTOMER'S KIND OF APPEAL 


@ Printers prefer Mead Wove Envelopes because the deep-cut flaps mean sharp, 
even imprinting without marring, less makeready time, smoother, faster press runs. 


Customers prefer Mead Wove envelopes because of the sure-seal flap, good opacity 
and brilliant blue-whiteness of the stock. Mead Wove's built-in humidity resistance 


and substantial feel tell customers that they’re using the best! 

The Union Envelope Company, Richmond and Birmingham, and the Niagara Envelope a @ Tr Ss 
Company, Buffalo, manufacture a complete line of regular, window and remittance 

style envelopes, along with a new line of Mead Vellum Booklet envelopes for annual 


reports and other prestige mailings. Order from the Mead Papers merchant nearest you. 


SALES OFFICES: MEAD PAPERS, INC., DAYTON 2, OHIO AND IN ALL PRINCIPAL CITIES 
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OCCUPANT MAIL is the new... 
DYNAMIC MASS MEDIA .. . de- 
signed to reach trading areas 
around individual retail stores or 
shopping centers ... or to “sat- 
urate” entire cities, counties, states Just a few words about WHO we are . . . and 
or the whole nation! . » » WHAT we do! 
OMLA is one of the largest OCCUPANT LIST Com- 
This DYNAMIC MASS MEDIA is pilers and Mailers in the country! We have only 
ideally suited for popular priced one specialty . . . delivery of YOUR Sales mes- 
products with general appeal. sages in the areas YOU CHOOSE . . . whether 
you require “blanket” coverages or “selected” 
You'll like the added sales OCCU- trading areas around individual retail stores. 
PANT MAIL can produce for YOU. Write for our FREE brochure entitled “How to 
TRY IT! Think About OCCUPANT MAIL.” 


Divi sio ORIN c o. 
“DCCUPANT MAILERS 
oe 239 N. 4th St., Columbus 15, Ohio 
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